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When  a  mouth  ulcer  sufferer  comes  to  you  for  advice 


By  recommending  Medijel  you  can  promise  him  pain 
relief  within  30  seconds. 

Medijel  is  soft.  Soft  enough  to  be  placed  right  on  the 
point  of  the  pain.  The  local  anaesthetic,  lignocaine 
hydrochloride,  can  then  start  working  immediately  -  whilst 
emollient,  antibacterial  and  antifungal  agents  help  promote 
rapid  healing. 

All  he's  interested  in,  of  course,  is  something  that 
works.  With  soft,  effective  Medijel  that's  exactly  what  you'll 
be  selling  him. 

Medijel 

in  soft  pastilles  or  soothing  gel 

from  Dendron  Ltd.,  94  Rickmansworth  Rd.,  Watford,  Herts, 
WD1  7JJ.  Tel.  (0923)  29251 
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Call  for  sense 

If  ever  there  was  a  case  of  throwing  the  oaby  out  with  the 
bath  water  it  must  surely  be  the  Government's  proposal  to 
ban  comparisons  with  recommended  retail  prices  in  almost 
all  circumstances  (p719  and  last  week,  p681 ) .  No-one 
would  quarrel  that  a  clean  up  operation  is  called  for, 
because  some  manufacturers  and  certain  sectors  of  the 
retail  trade  have  undoubtedly  exploited  their  freedom,  both 
to  the  confusion  of  the  consumer  and  to  the  detriment  of 
their  own  industries. 

At  one  extreme  there  are  RRPs  to  which  retailers  largely 
adhere — such  as  confectionery  where  small  margins  tend 
to  preclude  mammoth  price  cuts.  But  the  concession 
proposed  by  the  Prices  Secretary  in  these  circumstances  is 
not  for  RRPs  themselves;  it  is  because  the  RRP  represents 
the  "usual''  price  charged.  At  the  other  extreme  there  is 
merchandise  on  which  no  retailer  (even  the  smaller 
independent)  seems  unable  to  offer  "at  least  25  per  cent 
off  RRP".  It  is  these  that  cast  doubt  on  the  authority  of  the 
RRP,  and  it  is  these  that  legislation  should  rightly  attack. 

But  what  of  the  middle  ground?  Chemists  have  much 
merchandise  falling  into  this  category,  that  is,  where  the 
RRP  is  charged  for  most  of  the  year  by  all  but  a  few 
perpetual  discounters  and  outlets  such  as  supermarkets 
which  cream  off  the  top  few  profitable  lines  and  packs 
and  leaves  consumers  to  find  the  rest  where  they  may. 
For  these  products  the  RRP  gives  a  base  from  which 
consumer,  retailer  and  manufacturer  can  work. 

The  National  Pharmaceutical  Association  in  recent 
evidence  submitted  for  the  Price  Commission  investigation 
on  toothpaste,  called  such  RRPs  appropriately  "a  bench 
mark".  The  NPA  went  on:  "The  recommended  price  is 
particularly  useful  in  comparing  special  offers  between 
retailers.  If  this  uniform  base  did  not  exist,  retailers  would 
use  different  'normal  prices'  for  promotional  purposes. 
Some  of  these  would  undoubtedly  be  higher  than  the 
present  recommended  prices  and  it  seems  unlikely  to  us 
that  an  overall  price  reduction  would  follow.  There  would 
certainly  be  more  rather  than  less  confusion." 

Pointing  out  that  unlike  the  majority  of  grocers  and 
supermarkets,  chemists  stock  a  wide  range  of  brands  as  a 
service  to  their  customers,  NPA  said  that  in  these  instances 
the  recommended  price  would  be  much  closer  to  the  price 
actually  charged  by  the  retailer.  "Retailers  are  of  course 
fully  justified  in  seeking  a  higher  percentage  profit  on  these 
'service  lines'  and  we  believe  the  vast  majority  of 
customers  understand  and  appreciate  this. 

"If  manufacturers  were  unable  to  recommend  prices  it 
is  difficult  to  see  how  the  standard  trade  price  lists  could 
continue  to  be  published,  and  without  this  ready  source  of 
reference  for  prices  pharmacists  and  their  staff  wouid 
need  to  calculate  each  retail  price  from  the  invoice.  It  is 
not  difficult  to  envisage  the  amount  of  extra  work  that  this 
would  cause,  especially  if  a  ban  on  recommended  prices 
were  to  extend  any  further  into  the  chemist's  inventory 
which  consists  of  literally  thousands  of  different  lines." 

Of  course,  the  Government  is  not  proposing  to  outlaw 
recommended  prices — it  is  merely  trying  to  ensure  that 
they  are  valueless  to  the  manufacturer  and  hence  ur  likely 
to  be  provided  for  the  majority  of  products. 
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armacists'  advice 
o  be  researched 


Pharmacists*  counter-prescribing  and 
self-medication  advice  are  to  be  studied 
in  a  new  research  project  next  year — 
but  the  advice  given  to  the  patients  will 
be  aided  by  an  "algorithmic"  system 
pioneered  in  the  USA. 

The  research,  expected  to  start  next 
October,  will  be  carried  out  at  the  North 
London  pharmacy  of  Mr  D.  N.  Sharpe, 
vice-president  of  the  Pharmaceutical 
Society,  under  the  auspices  of  the  Uni- 
versity of  London.  The  Society's  Coun- 
cil is  being  asked  to  give  approval  to 
the  scheme  at  its  meeting  next  week. 

Mr  Sharpe  told  medical  journalists  in 
London  that  there  was  a  need  to  prove 
statistically  that  the  pharmacist's  advice 
"is  as  good  as  we  know  it  is".  How- 
ever, for  the  scheme  the  algorithm — 
based  on  a  check  list  of  32  symptoms- 
would  help  the  pharmacist  come  to  a 
decision.  The  algorithm  is  a  simplifica- 
tion of  a  system  soon  to  be  adopted  in 
the  United  States  and  it  will  come  into 
use  in  Mr  Sharpe's  pharmacy  once  staff 
have  been  trained  in  its  application.  For 
each  patient  a  form  will  be  completed 
and  if  there  is  a  referral  by  the  pharma- 
cist it  will  later  be  certified  as  appropri- 
ate or  not  by  the  patient's  doctor — six 
local  medical  practitioners  are  partici- 
pating in  the  scheme. 

Similar  studies  have  been  carried  out 
before,  but  this  time  there  will  be  a 
follow  up  by  a  research  doctor  at  two 
to  six  weeks  after  advice  has  been 
given  to  assess  the  results  of  the  phar- 
macist's counter  prescribing — such  as 
whether  the  patient  took  the  medicine, 
whether  it  was  effective  or  whether  the 
patient  subsequently  needed  to  visit  the 
doctor.  The  pharmacy  research  student 
will  interview  customers  who  receive 
advice  and  will  complete  the  paperwork. 

Six-day  survey 

Earlier,  Mr  Sharpe  had  expressed  his 
belief  that  although  the  pharmacist  may 
be  in  a  better  position  to  deal  with  minor 
ailments  than  is  the  doctor  the  law  pre- 
vents him  from  using  some  of  the  medi- 
cines "most  abused"  by  the  medical  pro- 
fession, such  as  antibiotics  and  topical 
steroids.  Mr  Sharpe  recently  kept  a 
record  over  a  six-day  period  of  216 
patients  who  were  given  advice  in  his 
pharmacy;  of  these  22  were  referred  to 
their  doctor.  However,  the  speaker 
pointed  out  that  many  hundreds  of 
other  patients  who  were  served  with 
medicines  did  not  seek  advice — how 
many  of  those  already  had  conditions 
that  required  medical  attention,  he 
asked?  Mr  Sharpe  put  the  blame  for  the 
fact  that  many  customers  were  "pre- 
sold" on  a  medicine  on  the  weight  of 
advertising — television  in  particular  en- 
couraged almost  "a  drug  cult"  in  which 
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the  patient  believed  that  the  condition 
he  had  could  be  cured,  or  that  he  was 
suffering  constipation,  indigestion,  etc. 

Pharmacists  were  often  asked  how 
they  could  devote  the  maximum  amount 
of  time  to  professional  duties  while 
being  involved  in  commercial  activities. 
Mr  Sharpe's  answer  was  "by  delegation". 
His  asistant  pharmacist  was  responsible 
for  counter-prescribing  and  professional 
activities  and  her  performance  was  not 
judged  by  sales;  another  member  of  staff 
had  the  commercial  responsibility.  Mr. 
Sharpe  added  that  the  pharmacist  was 
the  best  person  to  advise  the  public  on 
self-medication  because  he  practised  in 
shopping  areas  and  for  fixed  hours.  By 
using  the  pharmacist  more  it  might  even 
be  possible  to  dispense  with  the  medical 
practitioners  in  this  field,  thus  allowing 
them  more  time  to  deal  with  the 
serious  cases. 

NPA  seeks  support 
for  RPM 

The  National  Pharmaceutical  Association 
has  written  to  all  leading  manufacturers 
of  "  ethicals  "  asking  them  to  help  pre- 
serve RPM. 

The  letter  points  out  that  the  NPA  has 
always  supported  RPM  and  contributed 
a  large  sum  towards  the  case  before  the 
Restrictive  Practices  Court  in  1970. 

"  The  many  factors  that  caused  us  to 
fight  the  RPM  case  before  the  Court  are 
in  our  opinion  still  with  us  and.  in  the 
board's  view,  it  is  probably  now  more 
than  ever  important  that  RPM  should 
be  enforced,"  says  the  letter.  "  The  board 
has  watched  with  increasing  concern  the 
apparent  breakdown  of  RPM  on  pres- 
cription medicines  at  the  wholesale  stage 
and  is  anxious  to  have  from  your  com- 
pany and  other  leading  manufacturers  of 
ethicals  ...  an  assurance  that  you  will 
do  everything  possible  to  prevent  further 
price  cutting  and  discounting  by  whole- 
salers. 

"  I  hope  very  much  that  you  will  be 
able  in  your  reply  to  indicate  what  steps 
you  are  taking  or  will  take  to  support  the 
price  maintenance  clause  in  your  condi- 
tions of  sale."  NPA  is  also  seeking 
PSNC's  support  on  the  matter. 

An  NPA  spokesman  said  on  Tuesday 
that  an  encouraging  number  of  replies 
had  been  received. 

More  pharmaceutical  manufacturers 
have  written  to  wholesalers,  changing  or 
stressing  their  terms  of  resale  agreements. 
Boehringer  Ingelheim  have  asked  whole- 
salers whether  they  do  or  do  not  supply 
Boehringer  or  WB  products  with  a  settle- 
ment discount  above  3  per  cent  and  to 
confirm  if  such  goods  are  included  in 
discount  schemes.  The  company  says  it 


is  seeking  the  facts  before  it  takes  action. 
The  letter  warns  that  if  wholesalers  did 
not  reply  by  October  31,  Boehringer 
reserved  the  right  to  vary  their  trading 
terms  from  December  1 . 

Merck  Sharp  &  Dohme  have  drawn 
attention  to  their  agreement  and  set  out 
the  company's  interpretation  of  it.  MSD 
says  the  terms  apply  "to  all  MSD  and 
Thomas  Morson  pharmaceutical  products 
whether  the  discount,  dividend  or  gift 
scheme  is  direct  or  indirect.  Therefore, 
turnover  in  our  products,  must  not  be 
linked  to  turnover  in  non-RPM  products 
for  the  purpose  of  calculating  any  dis- 
count or  rebate  scheme  on  the  non-RPM 
content  of  a  customer's  purchases". 
MSD  ask  for  the  return  by  October  31, 
of  a  signed  agreement  to  abide.  IC1 
have  re-emphasised  their  terms  to  ensure 
wholesalers  will  maintain  a  full  distribu- 
tion service.  Some  C&D  subscribers  also 
express  their  views  on  p746. 

Supervision  before 
responsibility 
PSGB  Council  says 

The  Pharmaceutical  Society's  Council 
has  decided  that  any  pharmacist  taking 
on  a  position  of  responsibility  in  any 
branch  of  the  profession  must  have  had 
supervised  experience  in  that  particular 
branch.  But  no  decision  has  yet  been 
made  as  to  how  to  implement  it. 

The  idea  was  presented  in  a  resolution 
passed  at  the  Branch  Representatives' 
Meeting  in  May  and  Council's  reply  was 
revealed  this  week  in  its  interim  report 
on  the  meeting.  Decisions  on  five  motions 
dealing  specifically  with  preregistration 
experience  will  be  given  early  next  year 
after  discussion  of  relevant  reports. 

Several  resolutions  calling  for  more 
details  to  be  given  on  medicines  labels 
are  to  be  discussed  by  a  Department  of 
Health  working  party  on  the  provision 
of  information  to  patients.  The  pharma- 
ceutical profession  has  three  representa- 
tives on  this  working  party,  which  also 
includes  doctors,  dentists  and  consumer 
representatives.  The  Council's  general 
practice  subcommittee  is  investigating 
the  costs  of  introducing  a  uniform  sys- 
tem of  labelling  for  all  the  profession. 

On  a  resolution  urging  Council  to 
clarify  the  situation  concerning  use  of 
restricted  titles  in  advertising,  the  interim 
report  says  "the  matter  is  at  present 
being  considered". 

Council  endorses  the  principle  of  a 
resolution  that  "the  Society  should  seek 
legislation  to  ensure  that  the  dispensing 
of  prescriptions  in  health  centres  and 
doctors'  surgeries  should  be  under  the 
direct  supervision  of  a  pharmacist". 
However,  the  interim  report  explains  that 
Council  considers  "it  will  be  difficult  and 
slow  to  attain  but  will  continue  to  pursue 
the  matter". 

Council  has  accepted  a  resolution  that 
motions  not  discussed  at  BRMs  because 
of  lack  of  time  should  be  voted  on  with- 
out debate  at  the  end  of  the  meeting. 
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"Do  you  think  we  should  start  again?" 


NPA  welcomes 
'bargain  offer' 
proposals 

The  National  Pharmaceutical  Association 
has  welcomed  the  Government's  propo- 
sals to  deal  with  "  bargain  offers  "  (last 
week,  p681).  However,  NPA  says  that 
once  again  reputable  trades  and  manu- 
facturers must  suffer  because  of  the 
activities  of  those  who  have  sought  to 
sell  their  goods  by  means  of  misleading 
or  incomplete  claims. 

In  particular,  NPA  says  that  the  dis- 
appearance of  "  flash  "  offers  will  cause 
few  regrets,  since  they  are  often  produced 
without  warning  and  foisted  on  retailers 
against  their  will.  Pointing  out  that  the 
Department  of  Consumer  Protection  only 
proposes  to  stop  RRPs  being  used  for 
comparison,  NPA  hopes  manufacturers 
will  continue  to  publish  retail  price  lists 
without  which  compilation  of  trade  price 
lists  would  be  impossible. 

NPA  criticises  one  proposal  as  being 
"  very  naive  " — it  would  no  longer  be 
permitted  to  compare  a  price  with  a 
"  price  elsewhere  "  or  a  "  price  charged 
by  other  retailers ".  Under  the  draft 
Order  it  would  be  possible  to  compare 
prices  with  those  of  a  named  retailer.  If 
Mr  Jones  were  to  put  in  his  window  a 
show  card  reading  '  Mr  Bloggs  price  50p, 
our  price  40p  ',  Mr  Bloggs  would  surely 
hear  of  it  and  react  by  reducing  his  price, 
whereupon  Mr  Jones  would  be  commit- 
ting an  offence  under  the  Trade  Descrip- 
tions Act  by  giving  a  misleading  price 
indication. 

"  The  NPA  can  see  no  harm  in  the  use 
of  '  price  elsewhere  '  claims  provided  the 
retailer  making  them  is  in  a  position  to 
justify  what  he  says." 

Miss  Tomison  is 
still  campaigning 
for  pharmacy 

"I  am  still  fighting  for  pharmacy", 
Miss  Maureen  Tomison,  former  head  of 
publicity  for  the  Pharmaceutical  Society, 
told  a  meeting  of  Newcastle  Branch  last 
week.  Miss  Tomison — whose  address  to 
the  Branch  had  been  arranged  long 
before  her  resignation  earlier  this  year — 
promised  that  she  would  never  desert 
the  profession  and  in  fact  considered 
herself  a  "surrogate  pharmacist". 

Unfortunately,  the  profession  was  like 
the  Grand  Old  Duke  of  York  in  that 
having  marched  to  the  top  of  the  hill, 
it  ran  away  when  the  bugles  blew. 
Miss  Tomison  believed  that  events  would 
collapse  in  pharmacy's  favour  with  just 
one  more  push :  "It  is  silly  to  let  all  the 
pressure  exerted  come  to  nought,"  she 
said.  Miss  Tomison  is  now  responsible  for 
public  relations  at  the  Institute  of 
Directors. 
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NHS  share  of 
turnover  still 
rising 

National  Health  Service  dispensing 
receipts  are  continuing  to  represent  a 
higher  proportion  of  chemists'  total  turn- 
over than  during  the  same  period  last 
year.  According  to  the  latest  Retailer 
Bulletin  from  the  A.  C.  Nielsen  research 
company,  NHS  receipts  for  July-August, 
1978,  were  60  per  cent  of  turnover  for 
small  independents,  60.5  per  cent  for 
large  independents  and  49.6  per  cent  for 
multiples  and  co-operatives  (Boots  ex- 
cluded). For  the  same  period  in  1977,  the 
respective  proportions  were  57.7  per  cent, 
58.2  per  cent  and  46.7  per  cent. 

Compared  to  the  previous  year,  the 
rise  in  weekly  NHS  receipts  for  July- 
August,  1978,  slowed  down.  For  small 
independents  receipts  were  20  per  cent 
up  from  £621  to  £746  (up  26  per  cent 
in  the  same  period  in  1977);  for  large 
independents  they  were  up  18  per  cent, 
from  £1,291  to  £1,522  (up  24  per  cent); 
for  multiples  and  Co-ops  up  18  per  cent, 
from  £867  to  £1,023  (up  24  per  cent).  The 
average  was  up  18  per  cent,  from  £950 
to  £1,125  (up  25  per  cent). 

The  rise  in  weekly  cash  takings  was 
higher  than  that  of  the  previous  year. 
For  small  independents,  cash  takings  rose 
10  per  cent,  from  £337  to  £371,  (up  6  per 
cent  in  July-August,  1977);  for  large 
independents  they  rose  8  per  cent,  from 
£902  to  £970  (up  7  per  cent);  for  multiples 
and  Co-ops,  receipts  rose  by  7  per  cent 
from  £920  to  £983  (up  6  per  cent).  The 


average  rose  by  8  per  cent,  from  £623  to 
£674  (up  6  per  cent). 

The  total  sterling  volume  increased  to 
£192.98  million  from  £1 68.53m  in  July- 
August,  1977.  Small  independents  slightly 
increased  their  share  from  27.6  per  cent 
to  28.1  per  cent  mainly  at  the  expense  of 
the  large  independents  which  decreased 
from  58.9  per  cent  to  58.5  per  cent. 
Multiples  and  Co-ops  decreased  from 
13.5  per  cent  to  13.4  per  cent. 

The  average  prescriptions  dispensed  per 
shop  were :  Small  independents  1 ,520  in 
June,  1978  and  1,416  in  July  (1,381  June, 
1977  and  1,355  in  July);  large  indepen- 
dents 3,154  and  2,979  (2,909  and  2,920); 
multiples— Co-ops  2,127  and  2,052  (2,917 
and  2,111). 

MP's  delegation 
to  Mr  Moyle 

Mr  Harry  Cowan,  MP  for  Newcastle 
upon  Tyne  South,  intends  to  put  pressure 
on  Mr  Roland  Moyle,  Minister  for 
Health,  concerning  pharmacists'  remun- 
eration. Mr  Cowan  hopes  to  arrange  a 
delegation  of  MPs  to  meet  Mr  Moyle  as 
soon  as  Parliament  reconvenes. 

Douche  prices 

The  Pharmaceutical  Services  Negotiat- 
ing Committee  has  obtained  agreement 
from  the  Department  of  Health  that 
the  invoice  price  for  one  litre  plastic 
douches  up  to  £2.53  will  be  paid  if  the 
Drug  Tariff  one  litre  douche  is  un- 
obtainable at  £0.93.  Prescriptions  must 
be  endorsed  accordingly.  The  arrange- 
ment will  apply  to  all  prescriptions  dis- 
pensed during  October  and  November. 
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-  :  to  proposed 

barbiturate  controls 


The  National  Pharmaceutical  Associa- 
tion's Board  of  Management  decided  at 
its  September  meeting  to  send  a  strongly 
worded  letter  to  the  Home  Office  about 
proposed  controls  on  diethylpropion  and 
certain  barbiturates. 

The  Advisory  Council  on  the  Misuse 
of  Drugs  is  suggesting  that  these  drugs 
be  placed  in  a  separate  class  of  Con- 
trolled Drugs  to  which  the  handwriting 
requirements  would  not  apply  and  which 
would  not  need  to  be  kept  locked  away. 

The  NPA  objects,  saying  in  its  letter 
that  members  are  feeling  "shell-shocked" 
at  the  recent  surfeit  of  legislation.  The 
proposed  controls  would  mean  two 
additional  classes  of  CDs,  producing  an 
"unnecessary  hotchpotch"  of  restric- 
tions which  would  result  in  little  added 
security  in  CDs  supplied  from  pharma- 
cies. Mr  T.  Astill,  who  signed  the  letter, 
suggested  holding  a  meeting  with  the 
Home  Office  to  discuss  the  reasoning 
behind  the  proposals  but  had  not  re- 
ceived a  reply  when  C&D  went  to  press. 

The  NPA  is  seeking  an  extension  to 
the  qualifying  period  of  employment  for 
unfair  dismissal  claims.  The  board  has 
urged  the  Secretary  of  Employment  to 
extend  the  present  26-week  period  to  two 
years,  pointing  out  that  many  employers 
are  unwilling  to  engage  new  staff. 

"A  prime  factor  in  that  reluctance  is 
their  belief  that  unfair  dismissal  pro- 
visions make  it  too  difficult  to  retain 
staff  for  a  long  enough  test  of  their 
suitability  or  to  determine  their  response 
to  training,"  NPA  says  in  a  letter.  "At 
a  time  when  unemployment  is  probably 
a  greater  threat  to  the  stability  of  the 
nation  than  even  inflation,  we  believe 
that  imaginative  steps  should  be  taken 
to  produce  a  cure." 

Revlon  policy 

Mr  Astill  reported  on  a  further  meet- 
ing with  Revlon  who  remained  convinced 
that  their  policies  were  the  best  for  Rev- 
lon and  for  stockists.  Revlon  repeated 
their  assurance  to  uplift  all  Revlon  stock 
and  give  full  credit  to  any  chemist  who 
could  show  that  his  Revlon  sales  had 
declined  as  a  result  of,  for  example,  the 
opening  of  a  "Charlie  only"  agency. 

Revlon  thought  it  a  pity  that  indepen- 
dent chemists  had  not  been  persuaded 
to  sell  cosmetics  as  effectively  as  the 
multiples.  Mr  Astill  had  proposed  that 
the  company  attend  a  series  of  NPA 
meetings  which  would  be  arranged  in 
major  centres  and  Revlon  had  readily 
agreed  to  do  so,  to  provide  refreshments 
and  to  show  a  film  about  cosmetic 
merchandising.  Three  meetings  are  to 
be  arranged  in  the  New  Year  in  London, 
Manchester  and  Glasgow  and,  if  suc- 
cessful, in  other  centres  too. 

A  few  members  had  contacted  the 
NPA  offices  to  report  instances  of  Vichy 
products  being  sold  from  non-pharmacy 


outlets  and  complaints  were  also  re- 
ceived that  the  gross  profit  of  some 
Vichy  products  was  less  than  "normal". 
All  the  reports  had  been  passed  to  the 
company  which  had  conducted  investi- 
gations and  taken  the  necessary  action. 

Mr  Astill  reported  that  he  had  written 
to  Lancome  following  a  complaint  from 
a  member  that  O  de  Lancome  was 
being  distributed  to  60  or  so  Boots' 
branches  who  did  not  have  Lancome 
agencies.  The  managing  director  had  re- 
plied that  his  company  had  been  experi- 
menting with  some  aspects  of  its  distri- 
bution policy  including  the  supply  of 
O  de  Lancome  to  a  certain  number  of 
Boots'  branches  through  the  company's 
warehouse.  It  was  not  his  company's 
intention  to  broaden  distribution  gener- 
ally and  distribution  outside  the  agency 
limits  accounted  for  less  than  0.2  per 
cent  of  total  sales.  The  committee 
decided  to  seek  a  meeting. 

No  gift  tokens 

Mr  C.  D.  Ross  again  raised  the  pos- 
sibility of  the  NPA  launching  its  own 
gift  token  scheme,  but  in  view  of  mixed 
reports  about  the  present  chemists'  gift 
voucher  scheme  and  after  putting  the 
suggestion  to  the  vote  it  was  decided  to 
take  no  action. 

Wellcome  Foundation  have  given  the 
following  reply  to  NPA's  complaint 
about  unnecessary  and  expensive  dupli- 
cation of  Septrin  strengths. 

"For  some  time  before  the  launch  of 
this  product  we  had  received  requests 
from  doctors  and  hospital  pharmacists 
for  a  single  dose  form  of  Septrin 
tablets.  It  was  only  recently,  as  a  result 
of  improved  tablet  manufacturing  tech- 
nology, that  we  were  able  to  satisfy  this 
established  demand.  Obviously  the  Sep- 
trin range  of  presentations  will  be  re- 
viewed in  the  light  of  any  changes  in 
the  demand  pattern  subsequent  to  the 


launch  of  our  Septrin  Forte  tablets. 

"In  addition,  all  Wellcome  products 
are  available  through  the  wholesalers 
and  there  is  no  financial  benefit  in  pur- 
chasing direct  from  the  company,  so 
that  our  colleagues  in  retail  pharmacy 
can  more  easily  tailor  their  stock  to 
demand." 

The  committee  also  noted  a  reply 
from  Halls  Hudnut  in  response  to  the 
NPA's  complaint  that  the  retail  price  of 
Listermint  was  not  being  maintained.  It 
said  that  the  product  broke  away  from 
the  traditional  view  of  a  mouthwash  as 
it  was  being  sold  as  a  mass  appeal 
toiletry  item  along  with  toothpaste  and 
other  oral  hygiene  products.  "The  pro- 
duct was  not  a  medicine  and  did  not 
attract  a  product  licence." 

After  considering  a  letter  from 
"Friends  of  the  Earth"  recommending 
that  pharmacists  discontinue  the  sale  of 
whale  oil-containing  cosmetics  to  assist 
prevent  the  extinction  of  the  whale,  it 
was  decided  to  reply  that  few  cosmetic 
manufacturers  at  present  listed  in- 
gredients and  it  would  not  therefore  be 
possible  for  chemists  to  identify  those 
products  containing  or  derived  from 
whale  oil.  Future  regulations  would  re- 
quire cosmetics  to  be  labelled  with  their 
ingredients  thereby  giving  retailers  and 
consumers  the  necessary  knowledge  to 
avoid  whale  based  products  if  their 
conscience  so  dictated.  If  the  Friends  of 
the  Earth  cared  to  draw  up  a  list  of 
relevant  products  the  NPA  could  then 
publicise  it. 

Pricing  risk 

Correspondence  with  Bowater-Scott 
was  reported  in  which  the  NPA  had 
suggested  that  the  company's  "flash" 
promotions  on  Scotties  were  putting  re- 
tailers at  risk  of  committing  offences 
under  the  Trade  Descriptions  Act  be- 
cause the  company  did  not  generally 
recommend  retail  prices.  Bowater-Scott 
had  replied  that  they  recommended 
prices  only  for  promotional  packs. 
Committee  members  agreed  that  this 
was  a  nonsense  and  that  the  matter 
should  be  referred  to  the  Office  of  Fair 
Trading  if  a  more  satisfactory  answer 
could  not  be  obtained. 


Mr  Robert  Evans,  MPS,  of  Penygraig,  receives  his  prize  from  Mrs  Marion  Rawlings,  FPS, 
a  non-executive  director  of  Unichem,  at  the  recent  meeting  of  the  Welsh  Pharmaceutical 
Golfing  Society,  Clyde  Golf  Club,  Swansea.  Mr  Evans  won  the  Unichem  Foursome  Goblet 
Competition,  partnered  by  Mr  Philip  Russell,  MPS,  of  Chepstow  (left).  Also  present 
is  Mr  David  (Gwynne)  Jones  FPS,  captain  WPGS 
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Your  call 


produces 
action 


■  -  *  ? 
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Dial  a  Barclays  number  and  order  your 
medical  supplies  from  trained  telestaff. 
Your  needs  will  be  assembled  with  speed 
and  care  from  our  vast  stocks  and  quickly 
delivered  to  your  pharmacy. 
There  is  a  branch  near  you,  waiting  for 

your  call  to-day ! 


Hp  Barclays 

the  national  company 
with  the  local  service 


Barnsley  0226  6055  Belfast  0231  65155  Birmingham  021  472  7171  Blackpool  0253  23961  Bolton  0204  73441  Brighton  0273  62251 
Cardiff  0222  564841  Coventry  0203  462832  Croydon  01  688  5116  Darlington  0325  61491  Eckington.  Sheffield  024  683  2175 
Edmonton,  London  N18  01  803  4801  Glenrothes,  Fife  0592  772814  Grimsbv  0472  58111  Horsforth,  Leeds  0532  589311 
Leicester  0533  881354  Liverpool  051  922  2732  Newport,  Gwent  0633  73391  Northampton  0604  31615  Nottingham  0602  862581 
Port  Dinorwic,  Gwynedd  0248  670401  Queensferry ,  Clwyd  0244  812887  South  Shields  0632  552473 
Stoke  on  Trent  0782  659451  Swansea  0792  34831  Totton,  nr.  Southampton  024  17  2233  Wednesbury  021  556  4471  York  0904  27451 
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PHILIPS 


Well  be  showing  a  bit  more  leg 
onTV this  Autumn. 

Ladyshave  is  back  on  TV. 

In  a  national  campaign  that  will  command  six  spots  a  week 
in  every  region. 

Using  the  same  commercial  that  was  so  successful  earlier  in 

the  year. 

It  will  run  for  four  weeks.  And  over  80  per  cent  of  women 

will  see  it. 

So  please  be  ready  when  they  call. 

Because  they'll  be  showing  slightly  more  than  a  bit 

a  bit  of  leg. 

ieir  money. 


Simply  years  ahead 
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PEOPLE 


Mr  Dixon 


Mr  Sydney  Dixon,  FPS  senior  lecturer  in 
pharmaceutics  at  the  department  of 
pharmacy,  Brighton  Polytechnic,  is 
retiring  on  December  31.  Mr  Dixon 
qualified  in  1949  and  joined  the  staff  of 
the  school  of  pharmacy  in  that  year,  as 
assistant  lecturer,  progressing  to  senior 
lecturer  in  1963.  He  has  probably  taught 
over  1,200  students  in  his  time.  An 
informal  buffet  evening  will  be  held  on 
December  8  at  the  Polytechnic  to  mark 
Mr  Dixon's  retirement.  Tickets  (£2.25) 
from  Malcolm  Arken  and  Anthony 
Pugh,  pharmacy  department.  Brighton 
Polytechnic,  Lewes  Road,  Brighton. 

New  PSNI  president 

Mr  S.  Moore  has  been  elected  president 
of  the  Pharmaceutical  Society  of  North- 
ern Ireland.  At  the  October  Council 
meeting  Mr  R.  J.  Dillon  was  elected 
vice-president  and  Mr  G.  E.  Mellhagger 
was  re-elected  treasurer. 

Deaths 

Hogg:  On  October  IS,  Mr  David  Hogg, 
87  Fernleigh  Road,  Glasgow.  Mr  Hogg 
qualified  in  1920. 

Sidebottom:  Colonel  Victor  Rishton  Side- 
bottom.  OBE.  a  retired  pharmacist,  of 
Hale  Farm,  Cheshire,  on  October  7. 
Colonel  Sidebottom  qualified  in  1932. 
Young:  Mr  Edwin  Young,  MPS,  in 
Forfar,  Angus,  after  a  long  illness.  Mr 
Young  had  lived  in  Stevenage,  Herts, 
before  his  retirement  in  October  1977. 

News  in  brief 

□  The  1978  National  Association  of 
Pharmaceutical  Distributors  brochure 
includes  the  names,  addresses  and  geo- 
graphical location  of  all  its  members.  Ft 
is  available  from  the  secretary,  NAPD. 
Sherwood  House,  176  Northolt  Road, 
South  Harrow,  Middlesex  HA2  OEL. 

□  Thomas  Kerfoot  &  Co  Ltd  have 
produced  a  booklet,  "80  years  at 
Barsdley  Vale",  as  a  follow-up  to  "The 
Vale  of  Bardsley  story",  written  about 
12  years  ago.  Since  that  time,  the  intro- 
duction reads,  the  company  has  made 
"enormous  progress"  in  pharmaceutical 
manufacture  while  still  remaining  a 
family  concern  in  every  sense.  The 
following  pages  tell  something  of  this 
progress." 


TOPICAL  REFLECTIONS 

by  Xrayser 

Discount 

It  has  happened  again.  Bowater  Scott  have  been  bounding  around  with  a 
fabulous  money-off  deal  on  tissues — 3p  off  men's  Scotties,  etc,  over- 
printed on  the  cartons.  What's  wrong  with  that  you  ask?  Nothing,  except 
that  when  you  look  up  the  price  .  .  .  there  isn't  one.  "That's  all  right,"  said 
the  rep,  "You  can  go  out  at  34p  and  still  make  a  profit  of  X  per  cent."  If 
this  isn't  intended  to  fool  (sorry,  mislead)  the  public,  I'm  a  Dutchman. 
You  can't  take  3p  off  a  non-existent  price  (see  p722 — Editor). 

However,  while  we  can  justifiably  moan  about  this,  we  should  be 
very  concerned  at  the  report  that  the  Government  intend  to  put  a  stop 
to  the  double-priced  offers  we  have  all  had  to  adopt.  I  run  a  "hard" 
price  policy.  I  buy  when  the  bonuses  are  big,  discount  the  price  and 
hope  to  stay  in  business  with  selling  prices  as  good  as  or  better  than 
the  drug  stores.  While  I  happen  to  think  that  this  whole  process  of 
so-called  bonuses  is  just  a  manufacturer's  swindle — intended  to  force 
retailers  (and  some  wholesalers)  to  take  up  to  four  months'  stock  per 
purchase,  so  as  to  be  able  to  maintain  a  selling  price  much  lower 
than  the  recommended  price  for  an  extended  period — it  is  a  fact  that 
unless  customers  see  a  clear  indication  of  the  price  cut  (their  saving?) 
they  just  don't  buy.  The  philosophy  apparently  is  that  they  have  a 
right  to  discount  and  must  know  how  much  they  are  winning.  The 
drug  stores,  particularly,  have  prospered  at  our  expense  on  this  very 
human  desire  for  a  bargain.  And  since  I  am  the  same,  when  buying,  say 
a  television  set  I  can  hardly  complain.  In  this  case  I  use  the  recommended 
price  as  an  indication  of  quality,  and  the  discount  as  an  indication  of 
my  purchasing  acumen  .  .  .  perhaps. 

Could  it  be  that  the  Government,  without  quite  realising  it.  is  edging 
back  towards  the  real  advantages  of  a  declared  retail  price  which 
is  necessarily  maintained?  Or  are  they  going  to  suggest  a  fixed  trade 
price?  Or  is  it  that  they  want  a  complete  free  for  all,  so  that  none  of  the 
public,  the  voters,  will  have  any  idea  of  the  prices  they  should  pay? 
I  hope  not,  for  all  we  retailers  will  then  find  ourselves  in  a  very  murky 
bog  of  trading,  never  knowing  whether  we  have  bought  well  enough  to 
stay  competitive.  Worse  still,  the  bigger  firms  will  be  able  to  gain  yet 
more  edge  over  us  by  reason  of  their  advertising. 

Discounted  discount 

We  are  all  grateful  to  have  official  confirmation  that  the  PSNC  have 
negotiated  a  refund  of  over-deducted  discount.  Great  stuff — and  the 
refund  is  to  be  made  by  not  discounting  our  scripts  over  the  next  five 
months.  Also  great  stuff.  But  hang  on  a  minute.  One  of  my  near 
surgeries  is  moving,  and  the  change  of  address  seems  likely  to  lose  me 
some  500  items  a  month,  which  means  that .  .  .  you  can  work  it  out 
for  yourselves.  Not  only  that,  but  colleagues  now  nearer  to  the  doctors 
will  gain  them.  All  of  a  sudden  I  see  very  clearly  that  the  PSNC 
have  agreed  on  my  behalf  to  a  lazy  and  inaccurate  way  of  giving  me 
back  my  money.  I  don't  want  to  shout  too  much,  but  I'm  blowed  if  I  can 
see  why  this  procedure  was  agreed,  for  with  the  actual  figure  for  the 
discount  taken  from  each  contractor  being  easily  available  at  the 
FPCs  the  true  amounts  could  simply  have  been  offset  against  current 
discounts  until  exhausted  or  until  an  account  was  closed.  Similarly, 
amounts  wrongly  deducted  from  contractors  no  longer  trading,  something 
like  90  of  them,  should  have  been  paid  back  to  them  by  cheque.  That 
would  be  fair,  easy,  and  accurate.  Another  bullet  I'm  afraid. 

Bubbling  over 

Mr  Bubb  made  a  lovely  point  in  his  letter  last  week  about  the  new 
superpharmacy  which  has  a  tobacco  kiosk  at  the  entrance!  Seems  the 
firm  has  something  in  common  with  tonic  wines.  They  build  you  up 
while  they  break  you  down.  Obviously  somewhat  removed  from  the 
integrity  expected  from  pharmacists,  who  would  not  normally  sell 
products  known  to  be  harmful.  But  as  we  all  know  big  money  can  cock 
a  snook  at  the  lot  of  us,  and  to  hell  with  their  employee's  integrity. 
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COUNTERPOINTS 


Galenco  Cosmetics  launch 
two  new  products 

Galenco  Cosmetics  (UK)  Ltd  are  spend- 
ing over  £100,000  in  a  two  month  adver- 
tising campaign  to  launch  their  new  pro- 
ducts in  the  skin  care  and  bath  prepara- 
tions market. 

The  skin  care  product,  Galenco  deep 
penetrating  skin  conditioner  (100ml  £1.99, 
250ml  £2.99)  is  a  moisturising  and  pro- 
tecting product  that  was  developed  15 
years  ago  by  a  Belgian  dermatologist  and 
a  hospital  pharmacist.  The  product  is  now 
said  to  be  used  in  many  Belgian  hospitals 
as  a  skin  conditioner,  and  a  development 
of  this  product  has  substantial  over  the 
counter  sales.  The  product  contains  col- 
lagen, to  help  maintain  the  skin's  elas- 
ticity; Irgasan,  a  gentle  antiseptic; 
Cosibol,  a  deep  penetrating  oil  and 
allantoin,  which  helps  speed  up  skin 
regeneration. 

The  second  product.  Galenco  Badigal 
moisturising  bath  foam  (£1.99,  £3.59  and 
£5.99),  is  a  fragrant,  blue  coloured  bath 
additive  which  is  said  to  cleanse  the  skin 
without  the  need  for  soap.  The  foam  also 
leaves  a  fine  film  of  oil  which  is  absorbed 
by  the  skin,  thus  protecting  against 
moisture  loss. 

The  advertising  campaign  for  both  pro- 
ducts will  run  in  all  major  women's 
interest  magazines  in  November  and 
December.  During  this  period,  trial  sizes 
(30ml)  of  both  products  wil  be  available 
at  an  introductory  price  of  £0.29  for  the 
skin  conditioner  and  £0.19  for  the  bath 
foam.  Galenco  Cosmetics  (UK)  Ltd,  6 
The  Broadway,  Thatcham,  Newbury, 
Berkshire. 


Sensodyne  sales  aids 

Stafford-Miller  have  produced  two  point- 
of-sale  aids  to  help  promote  Sensodyne 
dental  floss.  A  pair  of  metal  adapters 
are  available  for  the  existing  Sensodyne 
stand,  enabling  carded  floss  packs  to  be 
attached.  A  poster  is  also  available  from 
the  company  to  introduce  consumers  to 
the  concept  of  flossing.  The  good  brush- 


ing guide  is  an  illustrated  booklet  giving 
advice  on  choosing  a  toothbrush  and 
how  to  use  it.  It  is  being  offered  free  to 
customers  with  Sensodyne  Searcher 
advertisements  in  the  Sunday  Times 
Magazine  and  women's  magazines. 
Stafford-Miller  Ltd,  Stafford-Miller 
House,  The  Common,  Hatfield.  Herts. 


New  toys  from 
Tommee  Tippee 

Peek  and  Play  (£2.95)  is  an  inflatible 
rolling  toy  from  Tommee  Tippee.  Made 
in  soft  washable  plastic,  the  toy  has 
plastic  windows  through  which  animals 
and  vehicles  can  be  seen.  There  are  also 
coloured  balls  inside.  Baby  keys  (£0.67) 
on  their  own  key  ring,  a  Turn  n'  learn 
bear-shaped  rattle  (£0.75)  and  a  fun 
faces  rattle  (£0.67)  are  also  new.  Jackel 
&  Co  Ltd,  Kitty  Brewster  Estate.  Blyth, 
Northumberland  NE24  2RG. 

New  Scholl  packs 
for  hosiery 

Scholl  have  introduced  new  packs  for 
Soft-grip  and  Superlastik  elastic  hosiery 
to  facilitate  counter  and  dispensary  dis- 
play, handling  and  storage.  For  visual 
appeal,  the  colour  illustrations  on  the 
boxes  are  meant  to  reassure  the  user  that 
elastic  hosiery  can  look  elegant  and  un- 
obtrusive. Scholl  (UK)  Ltd,  182  St  John 
Street,  London  EC1. 


Streaks  'n'  Tips 
for  Christmas 

Fassett  and  Johnson,  manufacturers  and 
distributors  of  the  Nestle  Lemur  hair 
care  range,  are  launching  their  re- 
packaged Streaks  'n'  Tips  temporary 
hair  colourant  (£0.82)  in  time  for  the 
Christmas  shopping  period  with  an 
advertising  campaign  aimed  at  the 
women's  Press. 

Commenting  on  the  new  packaging 
Andrew  Doyle,  marketing  director  of 
Fassett  and  Johnson,  says:  "With  our 
new  attractive  packaging  and  advertis- 
ing support  we  anticipate  good  sales  of 
Streaks  'n'  Tips  in  the  forthcoming 
months.  With  the  shampoo-out  element 
Streaks  'n'  Tips  should  attract  many 
customers  who  would  normally  shy 
away  from  having  permanent  silver  or 
gold  locks."  Fassett  &  Johnson  Ltd., 
New  Road,  Winsford,  Cheshire. 

Head  high  capsules 
for  hair 

Head  High  vitamin  and  mineral  capsules, 
claimed  to  encourage  healthy  hair,  have 
been  introduced  by  the  Health  &  Diet 
Food  Co  Ltd  (60  capsules,  £1.46).  Each 
capsule  contains  choline  bitartrate  125mg 
inositol  62.5mg,  calcium  pantothenate 
50mg,  nicotinamide  17.5mg,  PABA  15mg, 
iron  9mg,  zinc  7.5mg,  manganese  2.5mg, 
kelp  2.5mg,  yeast  lmg,  copper  lmg,  folic 
acid  0.2mg,  potassium  iodide  0.075mg, 
vitamin  B12  3mcg.  The  company  says 


the  product  is  widely  used  in  the  US. 
Health  &  Diet  Food  Co  Ltd,  Seymour 
House,  79  High  Street,  Godalming. 

Wilkinson  cut 

Wilkinson  Sword  are  currently  offering 
consumers  lOp  off  their  next  purchase 
of  5s,  10s,  double  edged  5s  and  10s  and 
Wll  4s.  The  promotion  is  backed  by 
point  of  sale  material  and  is  flashed  on 
pack.  It  will  continue  while  stocks  last. 
Wilkinson  Sword  Ltd,  Sword  House, 
High  Wycombe,  Bucks. 

ON  TV 
NEXT  WEEK 

Ln — London;  M — Midlands;  Lc — Lancashire;  Y — 
Yorkshire;  Sc — Scotland;  WW — Wales  and  West; 
So — South;  NE — North-east;  A — Anglia;  U— Ulster; 
We — Westward;  B — Border;  G — Grampian; 
E — Eireann;  CI — Channel  Island. 

Airbal  Breathe  Easy:  All  areas 
Anadin:  All  except  U,  E 
Aspro  Clear:  So,  A 

Beecham  Powders  Hot  Lemon:  All  except  E 
Beechams  catarrh  capsules:  WW 
Complan:  All  except  M,  U,  E.  CI 
Disprin:  All  areas 
Dristan  mist:  So 
Fenjal:  Ln,  So,  WW 
Head  &  Shoulders:  Sc,  So.  A,  U 
Mandate:  Ln 

Mentho  Lyptus:  All  except  U,  E 
Night  Nurse:  All  except  E 
Numark:  G,  U,  B 
Philishave::  All  areas 
Pure  &  Simple:  All  areas 
Vosene:  All  areas 
V05  range:  All  areas 
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The  first  time  you  use  our  earpiercer 


It's  disposable. 

Because  that's  the  only  way  that 


you  can  guarantee  your  customers  that 
it's  completely  sterile. 

The  Coren  earpiercer  is  the  newest, 
most  practical,  most  painless  way  to 
Ifjj  pierce  ears  there's  ever  been. 

The  pre-  sterilised,  24  carat  gold 
plate  studs  are  pre-loaded  into  a  simple 
disposable  plastic  piercer. 

It's  easy  to  hold.  Easy  to  use. 
And  doesn't  cause  bleeding. 

It's  so  painless,  there's  no  need  for 
anaesthesia. 

Each  pair  of  piercers  comes  pre- 
packed in  individual  sterile  packs. 

No  need  to  autoclave.  No  time- 
consuming  sterilisation. 

Coren  piercers  save  you  time. 
And  they  give  your  customers  some- 
thing priceless. 

Absolute  confidence. 


'  LABORATORIES 
EO.  Box  789, 123  Wandsworth  High  Street, 
London  SW18  4JB. Telephone:  01-870  4248. 


I  would  like  to  see  how  simple  it  is  to  use 
sterile  COREN  Disposable  Earpiercers. 
Please  send  me  a  free  sample  kit. 

Name  

Address 


Town 


County 


Post  Code 


Trade,  wholesale  and  export  enquiries  welcome. 

FREE  SAMPLE  KIT  I 


L. 


J 
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Nicholas 
Laboratories  Limited 


PRICE  REVISIONS 

The  following  prices  are  effective  as  and  from  30th  October1978 


PRODUCT/SIZE 


Retail 
Selling  Price 
(incl.VAT) 


Standard 
Wholesale  Price 
per  case 


Terms  4  Price 
(Best  Terms) 
per  case 


ASPRO  REGULAR  8's 

24's 
60's 
120's 

ASPRO  CLEAR  4's 

16's 

RENNIE*  12's 

25's 
50's 
100's 

RADOX  SALTS  Medium 

(all  3  fragrances)  Large 

RADOX  HERBAL  BATH        280  cc 

(all  3  fragrances)  500  cc 

RADOX  SHOWERFRESH* 

(all  3  fragrances) 

MATEY  BUBBLE  BATH* 

MATEY  SHAM  POO* 

DIP  

TRUGEL  Standard 

Economy 

ACCOLADE  2  dozen 

V2  dozen 

INTERDENS  STICKS 
INTERDENS  TOOTHBRUSHES* 

FEMINAX  

KWELLS  


13p 
35p 
64p 
98p 

Hp 
33p 

13p 
23p 
39p 
57p 

38p 
56p 
59p 
95p 
85p 

57p 
54p 
42p 
47p 
69p 
£1-09 
£1-09 

53p 
49p 
74p 
39p 


£3 
£6 
£5 
£4 

£2 
£2 
£3 
£3 
£3 
£4 

£3 
£2 
£4 
£8 
£7 

£4 
£4 
£3 
£3 
£5 

£18 
£4 

£3 

£3 

£9 

£3 


06 
05 
53 
25 
75 
75 

25V2 
76 
19 
74 

15 

3V/2 

97V2 
01 

08 

78 
50 
50 

48 
39 
40 
60 

93 
63 

58V2 
23 


£2-68 

£5-291/2 

£4-84 

£3-72 

£2-34 

£2-34 

£2-85 
£3-29 
£2-79 
£4-15 

£2-751/2 
£2-021/2 

£4-23 
£6-81 
£6-02 

£4-061/2 
£3-821/2 
£2-97V2 
£2-96 
£4-58 
£15-64 
£3-91 
£3-34 
£3081/2 
£8-15 
£2-821/2 


CONFECTIONERY 

WHISTLING  POPS* 


48's 


7p  each 


£2-10 


cholas  Laboratories  Limited, P.O.  Box  17,  Slough, 
SL1  4AU. Telephone:  Slough  23971. 


'No  change  in 
price  structure. 
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COUNTERPOINTS 


Easimoist  for  faces 
and  other  places 


The  introduction  of  Easimoist  (£1.25) 
from  Eylure  follows  the  launch  last  year 
of  Easiface  and  Easicare.  The  company 
claims  that  Easimoist  is  a  revolutionary 
approach  to  moisturisers.  It  is  neither  a 
cream  or  a  lotion  but  described  as  a 
"creamy  type  balm,  almost  a  salve"  and 
is  said  to  benefit  all  types  of  skin.  Like 
its  sister  products  in  the  range  it  is 
applied  with  a  sponge  and  never  with 
the  finger  tips.  Easimoist  is  recommended 
for  faces  and  other  areas  of  localised 
dryness  on  the  body.  Eylure  Ltd,  Grange 
Industrial  Estate,  Llanfrechfa  Way, 
Cwmbran,  Gwent. 


Wild  chestnut  for 
fine  flyaway  hair 

Elida  Gibbs  have  relaunched  their  fine 
flyaway  hair  shampoo  as  wild  chestnut. 
The  formulation  has  been  improved  with 
a  polymer  and  extracts  of  chestnut  to 
add  body  to  fine  hair,  making  it  more 
manageable  and  easier  to  style.  A  30 
second  television  commercial  with  a 
budget  of  £175,000  will  be  introducing 
the  new  shampoo. 

Following  the  success  of  the  Sunsilk 
deep  action  conditioner,  Elida  Gibbs  are 
introducing  a  larger  200ml  size  (£0.89). 
There  will  be  special  introductory  price- 
marked  (£0.63)  packs.  A  Press  adver- 
tising campaign  from  now  until  the  end 
of  the  year  will  back  the  introduction. 
Elida  Gibbs  Ltd,  PO  Box  1DX,  Portman 
Square,  London  W1A  IDY. 

Farley's  Jumbo  toy 

Bertie  and  Bertha  are  two  cut-out  and 
eady-to-sew  "cuddly  elephants"  featured 
an  the  back  of  the  Farley's  rusk  family 
^ack.  These  soft  toy  kits  form  the  second 
promotion  in  Farley's  rusks'  current 
'It's  child's  play"  series  and  will  be 
aunched  in  November. 

Worth  about  £2.50  and  even  more 
khen  made  up,  the  kit  for  either  elephant 
:an  be  obtained  for  £1.25,  plus  20  "It's 
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child's  play"  tokens  which  are  available 
on  all  three  pack  sizes  of  Farley's  rusks. 
The  toys  measure  17  in  by  10  in  and 
come  in  two-tone  non-toxic  felt  in  either 
pink  or  blue.  Each  kit  contains  ready 
cut  parts,  sew-on  eyes,  tusks,  feet  and 
alphabet  letters  and  easy-to-follow 
instructions.  Needle,  thread  and  filling  are 
all  that  is  required. 

Backing  the  offer,  which  follows  the 
"baby  talk"  competition,  is  a  compre- 
hensive range  of  point  of  sale  material 
including  stickers,  pack  crowners,  gondola 
plinths  and  card  shelf  strips.  Parley 
Health  Products,  Torr  Lane,  Plymouth, 
Devon  PL3  5UA. 

Cossack  competition 
for  men  of  action 

Designed  to  appeal  to  young  sportsmen, 
the  Cossack  action  film  competition  in 
the  December  issue  of  Film  Review 
magazine  offers  prizes  of  Gola  sportswear 
totalling  around  £800,  together  with 
supplies  of  Cossack  hairspray. 

The  competition  consists  of  six  photo- 
graphs of  well-known  stars  in  action, 
together  with  a  list  of  18  films.  Con- 
testants have  to  identify  the  actor  and 
state  the  film  in  which  he  appeared.  They 
also  have  to  complete,  in  not  more  than 
15  words,  the  sentence  "I  use  Cossack 
because  .  .  .". 

The  four  first  prize  winners  will 
receive  a  Gola  soccer  training  Kit  worth 
around  £50,  a  Super  Impala  track  suit, 
a  pair  of  Super  Viper  training  shoes,  a 
Strike  football,  and  a  leather-look  holdall. 
There  are  10  second  prizes  of  a  Super 
Impala  track  suit,  20  third  prizes  of 
Super  Viper  training  shoes,  and  30 
runners-up  prizes  of  Gola  tote  grips. 
All  prizewinners  will  also  receive  six  cans 
of  Cossack  medium  size  hairsprav. 

"Cossack  is  the  ideal  product  for  men 
leading  an  active  life,"  says  product 
manager  Richard  Travers,  "and  Reckitt 
Toiletry  Products  have  built  up  its  asso- 
ciation with  sport  over  the  years.  Gola 
are  one  of  Britain's  leading  manufac- 
turers of  sportswear,  well  known  to  the 
professionals.  Their  participation  in  this 
competition  will  result  once  again  in  the 
Cossack  name  being  to  the  fore  among 
young  men  of  action".  Reckitt  Products, 
Reckitt  House,  Stoneferry  Road,  Hull. 

Lil-lets  coupons 

Lilia-White  are  running  a  four-week 
promotion  on  super  plus  Lil-lets  from 
October  30  to  November  24.  A  special 
price  pack  of  10s  will  be  flashed  at  20p 
off  next  purchase  coupon.  Lilia-White 
Ltd,  Alum  Rock  Road,  Birmingham. 


Visible  Difference 
for  the  body 

Elizabeth  Arden  have  added  a  bodycare 
cream  to  their  Visible  Difference  range. 
The  rich  lotion  (250ml  £7.50)  is  said  to 
be  formulated  to  be  absorbed  instantly. 
Visible  Difference  special  moisture 
formula  for  bodycare  is  fragrance  free 
and  is  presented  in  a  lightweight  bottle 
with  a  gold  cap.  Elizabeth  Arden  Ltd, 
76  Grosvenor  Street,  London  W I A  2AE. 

Navy  blue  added 
to  Maxi  mascaras 

Navy  blue  mascara  is  said  to  be  the 
"coming  thing"  by  beauty  commenta- 
tors and  Max  Factor  have  added  the 
colour  to  their  Maxi  mascaras.  Maxi 
Lash  navy  blue  mascara  (£0.75)  and 
Maxi  Thick  navy  blue  mascara  (£0.75) 
will  be  available  from  November. 

The  company  is  also  making  available 
a  new  lipstick  in  six  shades.  Creme 
Shine  lip  colour,  (£0.95)  is  said  to  have 
a  three-in-one  formula  which  colours, 
protects  and  shines.  It  is  available  in 
russet,  spice,  mauve,  fire,  rose  and  ruby 
shine.  Max  Factor  Ltd,  16  Old  Bond 
Street,  London  W1A  3AH. 

Algemarin  to  Jackel 

Jacket  are  now  handling  the  distribution 
of  Algemarin  bath  additive.  Full  colour 
advertisements  will  be  appearing  in 
Vogue,  Harpers  and  Queen  and  Mode 
Avant garde  before  Christmas.  Jackel  & 
Co  Ltd,  Kitty  Brewster  Estate,  Blyth, 
Northumberland. 

Fresh  Cover  range 
reformulated 

Helena  Rubinstein  have  reformulated 
their  Fresh  Cover  skin  care  range.  The 
clay  cleanser  (£2.75),  cooling  toner 
(£2.35),  cool  moisture  (£2.95),  moisture 
response  (£2.50  and  £2.95)  and  four 
shades  of  Fresh  Cover  liquid  make-up 
(£1.95)  have  also  been  repackaged. 
Helena  Rubinstein  Ltd,  Central  Avenue, 
East  Molesey,  Surrey. 

Airfresh  introduce 
Gismos  novelties 

Jackel  Ltd  have  introduced  three  air- 
freshener  novelties  called  Gismos.  Avail- 
able as  Apple  Jack,  Lavender  Lucy  and 
the  Lemon  Drop  Kid  (£0.65)  these  air- 
fresheners  have  "cheeky  little  faces 
peering  out  from  under  wide  brimmed 
floppy  hats".  To  activate  the  air  fresh 
capsule  the  hat  is  pierced  with  a  pin 
and  squeezed  gently.  Jackel  &  Co  Ltd, 
Kitty  Brewster  Estate,  Blyth,  Northum- 
berland NE24  4RG. 
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COUNTERPOINTS 


Promotions  for  Unichem's 
ruby  anniversary 


November  10,  1938  was  an  historic  day 
in  the  Unichem  story,  for  this  was  the 
day  on  which  the  newly-formed  Unichem 
board  first  met.  Now,  40  years,  twelve 
branches  and  some  4,000  members  later, 
Unichem  are  celebrating  with  a  ruby 
anniversary  "members  only"  promotion 
in  which  40  shareholding  members  will 
win  a  weekend  for  two  at  the  Hotel 
Dragonara,  Valetta,  Malta. 

Forty  nationally  advertised  products 
are  on  offer  during  the  promotion  which 
is  divided  into  two  periods,  November 
1-11  and  November  13-27.  On  each 
order  form  is  printed  a  competition  in 
which  entrants  have  to  match  six 
different  anniversary  descriptive  names 
(gold,  silver,  etc),  to  the  number  of  years 
which  each  represents. 

Members  submitting  a  correct  answer 
and  placing  an  order  for  a  minimum  of 
20  packs  will  be  entitled  to  one  entry;  an 
order  for  40  packs  will  entitle  them  to 
four  entries,  and  an  80  pack  order  will 
entitle  them  to  ten  entries.  Closing  date 
for  entries  is  November  27. 

Mr  John  Speller.  Unichem's  general 
sales  manager,  who  is  organising  the 
promotion,  says  that  the  Malta  weekend, 
which  will  be  the  weekend  commencing 
January  12,  1979,  will  include  a  40th 
anniversary  dinner  on  the  Saturday 
evening.  Winners  will  be  notified  in  early 
December.  Unichem  Ltd,  Crown  House, 
Morden,  Surrey. 

Honey  Fisherman's 

Fisherman's  Friend  honey  cough  syrup 
(75ml,  £0.42)  has  been  launched  by  Loft- 
house.  It  is  a  similar  formulation  to  the 
family  cough  linctus  with  added  honey  to 
make  the  product  more  agreeable  to 
children.  Lofthouse  of  Fleetwood  Ltd, 
Copse  Road  Industrial  Estate,  Copse 
Road,  Fleetwood,  Lanes. 

Disprin  on  TV 

Reckitt  &  Colman  have  produced  a  new 
advertisement  for  Disprin  whose  theme 
is  that  Disprin  is  ready  to  take  in  the 
glass  in  about  60  seconds.  Compared  to 
this,  says  the  advertisement,  ordinary 
tablets  take  a  great  deal  longer  to  dis- 
solve in  the  stomach. 

The  company  says  that  the  advertise- 
ment, which  has  been  created  for  them 
by  their  recently  appointed  agency  BMP 
Univas,  continues  their  theme  of  respon- 
sible and  informative  analgesic  advertis- 
ing and  shows  that  it  can  also  be  good 
humoured. 

The  winter  campaign  runs  until 
mid-November  and  resumes  early  in 
the  New  Year.  Reckitt  &  Colman 
Products  Ltd,  pharmaceutical  division, 
Dansom  Lane,  Hull  HU8  7DS. 


Tiger  Bairn  in  UK 

New  Era  Laboratories  are  to  distribute 
in  the  UK  Tiger  Balm,  described  as  "one 
of  the  Orient's  most  successful  and 
admired  brand  names".  The  product, 
the  name  and  principle  of  which  origi- 
nate in  China,  contains  menthol, 
camphor,  clove  oil,  cajuput  oil,  pepper- 
mint oil  and  yellow  soft  paraffin,  and  it 
is  indicated  for  the  relief  of  minor 
muscular  aches  and  pains.  Tiger  Balm  is 
available  in  4g  tin  (£0.48)  and  9g  jar 
(£1.63).  New  Era  Laboratories  Ltd, 
39  Wales  Farm  Road,  London  W3  6XH. 

Numark  'gold  trail' 

Stage  II  of  Numark's  "gold  trail"  pro- 
motion will  be  in-store  from  November 
6-25.  The  main  products  featured  in 
Numark's  national  advertising  are 
Steradent  tablets,  Gillette  Gil  cartridges, 
Kotex  Simplicity  personalised  packs, 
Colgate  dental  cream  +  MFP,  John- 
sons baby  powder,  Hanx  Mansize,  Radox 
herbal  bath,  Farleys  rusks,  Poly  Simply 
Sensational  and  Sunsilk  hair  spray. 

An  innovation  is  the  Ronson  RS25 
mains  shaver  to  retail  at  £10.50  which 
is  one  of  a  range  of  supplementary 
lines;  Kotex  Sylphs,  Kleenex  Boutique, 
Palmolive  rapid  shave,  Milupa  infant 
food  and  savouries,  Milumil,  Imperial 
Leather  after  shave,  Handy  Andies, 
Imperial  Leather  soap,  Delrosa  rose  hip 
syrup,  and  Curity  Snugglers.  Indepen- 
dent Chemists  Marketing  Ltd,  51 
Boreham  Road,   Warminster,  Wilts. 

Dequadin  new  pack 

With  effect  from  October  30,  all  orders 
for  the  20  pack  of  Dequadin  lozenges 
will  be  issued  in  a  new  pack  consisting  of 
two  rolls  of  10  lozenges,  wrapped  in  foil, 
paper  labelled  and  packed  in  individual 
cartons,  say  Allen  &  Hanburys  Ltd. 

The  pack  design  and  colours  remain 
the  same  as  the  previous  pack,  but  it  is 
considerably  smaller.  Allen  &  Hanburys 
Ltd,  Bethnal  Green,  London  E2. 


PRESCRIPTION 
SPECIALITIES 

Becotide  Rotacaps 

Allen  &  Hanburys  Ltd  have  introduced 
Becotide  Rotacaps  for  those  patients 
who  are  unable  to  use  pressurised 
aerosol  inhalers  effectively  or  who 
might  use  them  incorrectly.  Young  chil- 
dren or  elderly  patients  often  find  diffi- 
culty in  co-ordinating  the  action  of 
breathing  in  with  the  actuation  of  the 
aerosol.  However  a  larger  unit  dose, 
relative  to  the  Becotide  inhaler,  is  neces- 
sary for  the  same  therapeutic  effect.  The 
usual  adult  maintenance  dose  is  one  200 
meg  Rotacap  three  or  four  times  daily 
and  for  children,  one  100  meg  Rotacap, 
two,  three  or  four  times  daily  according 
to  response. 

The  Rotacaps  contain  either  100  meg 
beclomethasone  diproprionate  in  buff- 
coloured  hard  gelatin  capsules  (100 
£4.41  trade)  or  200  meg  in  chocolate 
brown/colourless  capsules  (100,  £5.88). 
The  breath-actuated  Rotahaler  (£0.65 
trade)  is  individually  boxed  in  a  plastic 
container  which  has  a  special  compart- 
ment to  accommodate  the  daily  dosage 
requirements  of  Rotacaps.  The  company 
recommends  that  a  new  Rotahaler  is 
prescribed  every  six  months.  Allen  & 
Hanburys  Ltd,  Bethnal  Green,  London. 

Thyroxine  by  Cox 

Thyroxine  sodium  tablets  0.05mg  and 
O.lmg  (1000,  £1.40  and  £1.45  trade)  have 
been  added  to  Arthur  H.  Cox's  range  of 
generic  tablets.  Arthur  H.  Cox  &  Co  Ltd, 
93  Lewes  Road,  Brighton,  Sussex. 

Andursil  changes 

Andursil  products  are  being  repackaged. 
A  counter  display  pack  of  12  x  8  tablets 
(£0.27)  is  being  introduced  and  the  100 
pack  will  be  changed  from  10x10  tubes 
to  5  x  20  in  blister  strips  of  5  x  4,  price 
unchanged.  The  300ml  suspension  pack 
will  have  a  new  carton  and  label.  The 
new  packs  will  be  introduced  as  present 
stocks  are  exhausted,  probably  late  Nov- 
ember. Geigy  Pharmaceuticals,  Hurdsfield 
Industrial  Estate,  Macclesfield,  Cheshire. 

New  IV  solutions 

Two  intravenous  solutions  of  carbohy- 
drate calories,  electrolytes  and  trace 
metals  have  been  introduced  by  Geistlich 
Sons  Ltd.  Glucoplex  1000  (6  x  1000ml; 
£14.40  trade)  provides  1000  kcal  per  litre 
and  Glucoplex  1600  (6  x  1000  ml;  £15.60) 
1600  kcals  per  litre.  Also  available  is 
Aminoplex  12  (6  x  1000ml;  £88.80)  a 
solution  of  amino  acids,  providing  12.44g 
of  utilisable-nitrogen  per  litre.  Geistlich 
Sons  Ltd,  Long  Lane,  Chester. 
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First  the  tin.. 


then  the  dispenser. .  .T 

Now  NEW 

Hermesetas 

Liquid! 

Good  news  from  Hermesetas,  the  fastest  growing  brand 
n  the  expanding  sweetener  market. 

Now  New  Hermesetas  liquid  gives  you  yet  another 
vay  to  gain  additional  profits. 

A  whole  new  market 

New  Hermesetas  liquid  takes  the  brand  off  the  coffee 
able  into  the  kitchen . . .  and  opens  up  a  whole  new  market. 

Calorie  reduced 

New  Hermesetas  liquid  is  the  healthy  way  to 
sweeten  in  the  kitchen,  and  a  new  way  to  reach  the 
expanding  health-conscious  housewife  market. 

Consumer  advertising 

Hermesetas  will  be  reaching  readers  of 
:he  top  quality  woman's  magazines  read  by 
3ver  5^2  million  users  of  sweeteners.  Full 
support  material  will  also  be  available. 

Special 

Introductory  Offer 

To  help  launch  your  New 
riermesetas  liquid  sales  the  normal 
RSPof£1.25  will  be  reduced  to 
29p—  for  a  limited  period  only. 


,f>«  Weal 
„  *  boWott 


«&«>«»>« 
^  sJr*  Swiss  ouaH 


Hermesetas 
the  sweet  alternative 
in  your  customer's  kitchen 


...is  spieadin 


For  the  first  time  ever,  a  Sensodyne  toothbrush 
will  be  promoted  to  millions  of  potential  new  customers 
in  a  nationwide  consumer  advertising  campaign,  with 
over  32  million  cumulative  consumer  impacts. 

Maximum  impact 

We're  putting  our  money  where  our  mouth  is. 
Campaign  breaks  in  October  with  full- 
colour,  attention-getting,  large-space  ads. 
in  high -readership  women's  magazines 
with  a  budget  that's  as  high  as  any  in 
this  field. 

80%  ofBritain's 
young  housewives 

The  Sensodyne  Searcher  will  be  seen  by  millions 
of  readers  of  the  Sunday  Times  Magazine,  Woman, 
Woman  and  Home,  She,  and  Living,  for  starters.  And 
80%  of  all  young  ABQQ  housewives  in  Britain  will 

have  the  opportunity  to  see  our 
advertisements  at  high  frequency. 

Remember! 

Stock-up  with  Sensodyne 
toothbrushes  now.  Then  you  can 
keep  smiling  when  the  rush  begins. 


SENSODYNE  TOOTHBRUSHES 


SENSODYNE 

PLAQUE 
REMOVEF 


SENSODYNE  I  se«»wg 

GENTLE  JUNIOR 


SENSODYNE 

SEARCHER 


Sensodyne  Searcher 


A  family  of  toothbrushes:  Searcher,  Plaque  Remover,  Gentle,  Junior.  Sensodyne  Toothpaste.  Sensodyne  Dental  Floss. 

Quality  products  for  dental  health.  Stafford-Miller  Ltd.,  The  Common,  Hatfield,  Herts.  ALIO  ONZ. 


Already 
a  proven 

winner! 


Launched  just  two  months  ago  the  Tudor  Photo  Bar  was  an 
entirely  new  concept  in  own  brand  product  merchandising. 
And  it's  worked.  The  comments  from  our  delighted  dealers 
are  proof  positive  that  Tudor  have  yet  again  met  the  challenge 
of  helping  you  increase  turnover  and  profits  with  a  winning 
idea.  Backed  by  quality  products,  competitively  priced  and  a 
distribution  system  second  to  none  the  Photo  Bar  is  provided 
for  your  use  when  you  order  our  special  wholesale  package- 
carefully  balanced  to  reflect  consumer  demand. 

There  are  special  offers  to  boost  sales  of  Tudormatic 
cameras  and  Albums  and 
of  course  every  Tudorcolor 
film  returned  to  you  for 
developing  and  printing 
brings  a  free  pocket  album 
to  your  customer. 

To  find  out  more  about 
the  advantage  of  being  a 
Tudor  "Photo  Bar"  dealer 
simply  fill  in  the  coupon 
below  or  call  us  on 
01-450  2556. 


arealdealol  " 
•-  Cus.o-™'ssh°«7rlld,avvs 

an  «"Port°"  Business 
buildup  "W^SL 

M1  X cameras  rather  unusual 
and    U  re  a  se  selling  more 
,orus  We'ea'S°e  soldcasselles 

torus  i 


II 


■t>"9nl 


Orchis  completely  new  ,» 

and<='...„eeye,.mng 


.1  TheP",""  pea'an- 
and  <='eaL  eye.  a"dn8  more 

lr0^esbel0'e 


r 


I  would  like  to  know  more  about  Photo  Bar  merchandising 
Please  arrange  for  a  Representative  to  call. 


Name  — 
Company 
Address  - 


Tudor  PHOTOGRAPHIC  GROUP 


30-32  OXGATE  LANE,  LONDON  NW2 
Telephone  01-450  2556  Telex :  8814535  Tudor  G 


Position 


C&DPB1 
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C§D  SUPPLEMENT 


How  the  chemists  can  compete  in  D&P 


How  can  chemists  compete  with  other 
D&P  outlets,  particularly  the  direct 
mailing  operators?  With  almost  every 
consumer  product  bearing  D&P  offers  at 
apparently  drastic  price  reductions  the 
situation  for  chemists  looks  bleak.  A 
recent  arrival  to  the  scene  is  Procter  and 
Gamble.  With  proof  of  purchase  of  Bold 
washing  machine  powder,  12  colour 
prints  would  cost  £1;  20,  £1.40;  24,  £1.60; 
36,  £2.20  (plus  £0.15  p&p).  The  on-pack 
advertisement  allows  two  weeks  for 
delivery  of  prints,  but  expects  less  time 
in  practice.  Perhaps,  with  each  D&P 
transaction,  chemists  should  offer  a  bar 
of  soap — not  from  those  manufacturers 
which  link  D&P  with  their  products. 

Letterbox  offers 

Typical  of  letterbox  offers  is  that  of 
Filmpost — £0.55  for  developing  and 
£0. 1 1  per  print.  The  envelope  suggests 
typical  shop  prices  of  £0.85  and  £0.17, 
and  compares  pictorially  the  actions 
involved  in  dealing  with  a  retailer  and 
those  of  sending  D&P  by  post. 

When  the  question  of  how  to  compete 
was  put  to  Hal  Briscoe,  director  of  sales, 
Napcolour,  he  parried  with  "Why  do 
some  retailers  continue  to  support 
finishers  who  sell  direct  at  prices  lower 
than  to  the  trade?"  Some  retailers,  he 
said,  did  not  connect  the  direct  mail 
operator  with  their  finisher  because  of 
the  variety  of  trading  names  used.  The 
address  was  often  a  guide,  he  advised. 
He  felt  some  retailers  were  prepared  to 
overlook  direct  mail  activities  of  their 
finisher  in  return  for  extra  discount. 

Mr  Briscoe  regarded  the  direct  mailing 
finishers  with  retail  customers  as  the 
main  threat  to  retailers.  He  said  they  had 
seriously  affected  the  retailer's  ability  to 
compete  and  given  rise  to  several  exposes 
in  the  popular  Press  such  as  "Why  take 
your  film  into  a  dealer  when  you  can 
send  it  for  processing  to  the  same 
laboratory  at  half  the  price".  He  also 
pointed  out  that  a  finisher  dealing  with 
both  retailers  and  direct  to  the  public 
could,  if  unscrupulous,  compile  a  list  of 
names  from  dockets  for  direct  use. 

What,  then,  are  the  chemist's 
strengths?  Consumer  confidence  is  im- 
portant, according  to  Mr  Briscoe.  Over 
70  per  cent  of  processing  orders  were 
placed  by  females,  he  said.  A  woman 
tended  to  go  to  a  shop  where  she  felt 
confident — and  where  better  than  her 
local  chemists?   Because  the  customer 
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CNl  COIOUR  PRINTS 
THIS  CHRISTMAS 


One  of  the  Napcolour  promotions 

will  probably  face  the  family's  disap- 
pointment if  pictures  are  of  poor  quality 
it  was  essential  that  dealers  showed  they 
were  seriously  in  the  D&P  business 
all  year  round.  How? 

Napcolour  policy  is  to  give  a  high 
quality,  reliable  service  through  "local" 
laboratories.  Over  the  years  the  package 
has  grown  to  include  dealer  staff  training, 
in-store  assistance,  promotional  backing. 


merchandising  material  and  a  wholesale 
service.  The  company  serves  3,500 
retailers  of  whom  2,500  are  independent 
chemists.  A  hundred  vans  give  a  daily 
collection  and  delivery  service  from  12 
locations.  Napcolour  dealers,  Mr  Briscoe 
said,  regularly  increased  sales  (without 
sacrificing  profits)  in  excess  of  the  D&P 
market  growth — 18  per  cent  from 
1976-77  and  an  estimated  10  per  cent  for 
1978,  reduced  because  of  poor  weather  in 
peak  months. 

Photographs  must  be  sold,  he  said. 
His  company's  Photo-coasters  and  Jig- 
photos  did  much  to  stimulate  interest,  he 
suggested.  Because  he  felt  camera  and 
film  usage  was  too  low  in  the  UK,  he 
advocated  spending  a  little  time  in  talk- 
ing to  customers  about  their  photo- 
graphy and  any  problems. 

Tudor  policy 

Tudor  Processing  Ltd  also  said  they  offer 
their  dealers  a  reliable,  high  quality 
service  together  with  full  promotional 
and  advertising  support  to  maximise 
turnover.  The  company  says  it  does  not 
directly  become  involved  in  price  cutting 
or  special  offers  on  D&P  in  the  High 
Street.  They  believe  it  is  for  dealers  to 
decide  how  best  to  increase  turnover  in 
the  face  of  local  competition.  However, 
to  maximise  traffic  flow  in  each  store, 
they  have  advertised  on  television,  radio 
and  in  the  national  and  local  Press.  A 
range  of  supporting  point-of-sale  material 
is  available  from  Tudor. 


All  liquid  colour  processor 


The  3M  all  liquid  colour  slide  processing 
kit  (£8.29)  replaces  the  3M  colour 
reversal  film  kit  following  research  to 
find  a  product  that  met  all  the  require- 
ments of  the  amateur  enthusiast.  It  can 
be  used  to  develop  one  to  10  35mm  x  36 
exposure  films  at  a  time,  and  forms  part 
of  the  3M  colorslide  system  with  the 
135/10  metre  film  and  135/36  cassette. 

It  may  be  used  for  processing  all  E4 
compatible  films,  3M  say.  Mr  Ed  Beale, 
3M  sales  development  manager,  says  the 
new  kit  is  a  major  step  forward  for  the 
company's  ever  developing  programme. 

The  kit  contains  seven  concentrates 
— prehardener,  first  developer,  two  colour 
developers  (A  and  B),  two  bleach  fixers 
(A  and  B)  and  a  stabiliser.  The  time  for 
the  complete  process  is  68  minutes. 


After  mixing  the  solutions  according 
to  given  instructions  (temperature  is 
critical)  the  sequence  of  steps  for  a  3M 
100ASA  film  is:  Prehardener,  5  mins  at 
20  C;  wash,  2  mins  at  18  C;  first 
developer,    15|    mins    at    20°C:  wash 

2  mins    at    18  C;    reversal  exposure, 

3  minutes  per  side  using  photoflood  lamp; 
colour  developer,  20  mins  at  20°C;  wash 
30  sees  at  18  C;  bleach,  10  mins  at  20°C; 
wash,  6  mins  at  18  C;  stabiliser,  1  min  at 
room  temperature.  Agitation  should  be 
continuous  for  the  first  minute,  then 
10  sees  each  minute  with  the  exception 
of  the  stabiliser,  which  is  agitated  for 
10  sees  only.  After  processing,  the  film 
should  be  hung  in  a  dust-free  atmos- 
phere. 3M  (UK)  Ltd,  3M  House,  PO  Box 
1,  Bracknell,  Berks  RG12  1JU. 
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Anniversary 

and  we're  celebrating 

in  a  BIG  way! 


40  YEARS  OF  SERVICE  TO. 


INDEPENDENT  PHARMACY 


1971 
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TO  CELEBRATE  OUR  RU 
WE'RE  OFFERING... 


MAJOR  PRODUCTS  AT 
EXCEPTIONAL  PRICES  AND... 

UniChem  members  will 

HAVE  A  CHANCE  TO  WIN... 


A  FABULOUS 


FULL  DETAILS  ARE  BEING  SENT  TO  ALL  UniChem  MEMBERS.  IF  YOU 
HAVE  NOT  YET  JOINED  YOUR  OWN  WHOLESALE  ORGANISATION 
WHY  NOT  FIND  OUT  WHAT  WE  HAVE  TO  OFFER  BY  CONTACTING, 
JOHN  SPELLER,  General  Sales  Manager,  UniChem  Ltd.,  Crown  House 

Morden,  Surrey.  (Tel.  01-542  8522) 
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How  the  Polavision  system  works 


The  Polavision  instant  movie  system 
which  made  its  debut  at  Photokina  in 
Cologne  this  autumn  was  the  culmina- 
tion of  over  ten  years  research.  Its  com- 
bination of  photochemistry,  electronics 
and  electrical  mechanics  has  been  hailed 
as  the  "second  revolution  in  photo- 
graphy"— but  its  use  could  hardly  be 
more  simple. 

The  Polavision  system  comprises  a 
hand-held  camera,  a  cassette  of  Photo- 
tape  recording  medium  and  a  table-top 
player  with  a  30cm  (diagonal)  screen. 
Movies  can  be  taken  as  soon  as  the 
cassette  is  placed  in  the  camera,  either 
outdoors  in  daylight  or  indoors  with 
movie  lights.  The  exposed  cassette  is 
placed  in  a  slot  on  top  of  the  player  and 
after  a  processing  time  of  about  90 
seconds  the  finished  images  appear  on 
the  screen.  The  two  minute  35  second 
Phototape  then  automatically  rewinds  in 
the  player  and  is  ejected,  ready  for  in- 
stant replay. 

The  Phototape  ribbon  is  exposed,  pro- 
cessed, viewed  and  rewound  without  ever 
leaving  its  cassette.  It  has  2,790  "live" 
frames,  each  with  an  image  area  of 
6.3  x  3.2  mm,  and  is  programmed  to 
"instruct"  the  camera  and  player  !by 
a  series  of  optical  and  mechanical  signals 
on  the  tape.  The  cassette  pre-determines 
the  initial  setting  of  the  camera's  automa- 
tic exposure  control  circuit.  During  ex- 
posure a  series  of  tiny  indentations 
along  one  edge  of  the  tape  allows  a  pres- 
sure switch  in  the  camera  to  generate  a 
red  indicator  light  which  appears  in  the 
viewfinder  to  advise  the  user  of  "start  of 
film",  "six  seconds  of  live  film  left"  and 
"filming  completed."  A  cut-out  associated 
with  the  last  signal  prevents  further 
movements  of  the  Phototape  by  the 
camera's  transport  claw. 

Filming  starts 

To  begin  filming,  the  user  squeezes  the 
grip  switch  at  the  back  of  the  camera 
pistol  grip.  This  switch  provides  power  to 
a  trigger  switch  and  activates  a  photocell 
circuit  which  allows  the  automatic  ex- 
posure system  to  read  the  light  and 
establish  the  correct  aperture  setting. 
Squeezing  the  trigger  at  the  front  of  the 
camera  grip  makes  the  Phototape  move 
past  the  aperture  at  18  frames  per 
second;  a  film  gate  in  the  cassette  allows 
exposure  of  the  tape. 

The  Phototape  consists  of  a  hyperfine 
additive  colour  screen  and  an  integral 
silver  transfer  film.  Light  from  the 
camera  lens  passes  through  the  colour 
screen — consisting  of  a  4,500-lines-per- 
inch  series  of  red,  green  and  blue  stripes 
which  act  as  filters — to  form  images  in 


the  layer  of  photographic  emulsion  be- 
yond. 

Processing  starts  automatically  as  soon 
as  the  exposed  cassette  is  placed  in  the 
player.  Electrical  contacts  on  the  cas- 
sette, short-circuited  until  the  Phototape 
is  processed,  "instruct"  the  player  to 
start  the  appropriate  electronically-con- 
trolled actions  to  either  process  or  project 
the  Phototape.  When  the  player  senses 
that  the  processing  sequence  is  required, 
it  determines,  by  attempting  to  engage 
the  Phototape  perforations  and  transport 
the  film,  that  the  Phototape  has  been 
completely  exposed.  Provided  that  the 
camera  user  had  recorded  to  the  end. 
the  Phototape  would  have  reached  a 
position  at  which  a  mylar  "arrowhead" 
tab  in  the  cassette  automatically  engaged 
a  "milk-bottle  trap" — a  cut-out  shaped 
like  a  glass  milk-bottle — in  the  end  of 
the  Phototape  ribbon. 

Pod  of  developer 

Attached  to  the  arrowhead  tab  is  a  foil 
sealing  a  plastic  pod  of  developing 
reagent.  A  1/2-second  rewind  motion 
pulls  the  engaged  arrowhead  with  the 
Phototape  back  on  to  the  supply  reel  in 
the  cassette,  automatically  allowing 
developer  reagent  to  flow  down  towards 
the  applicator  nozzle  held  in  contact  with 
the  Phototape.  After  a  two-second  pause 
to  allow  a  build  up  of  reagent  at  the 
nozzle,  the  player  continues  to  rewind 
so  that  the  drops  of  viscous  developer  are 
evenly  distributed  along  the  Phtototape. 
Raised  rails  along  both  sides  of  the 
image  areas  prevent  the  reagent  sticking 
to  the  back  of  tape  already  wound  on 
the  supply  reel. 

As  the  process-rewind  sequence 
reaches  completion,  cut-outs  on  both 
edges  of  the  Phototape  automatically  en- 
gage the  prongs  of  a  metal  wedge  which 
forms  a  bridge  to  short-circuit  the  elec- 
trical contacts  on  the  cassette.  The 
wedge  is  pulled  along  by  the  Phototape 
and  opens  the  circuit  to  inform  the 
player  that  processing  is  completed.  This 
movement  also  permanently  seals  the 
nozzle  with  a  chemically-treated  pad  to 
prevent  escape  of  any  residual  develop- 
ing reagent.  The  wedge  also  forces  open 
the  pressure  pad  which  had  held  the 
Phototape  in  intimate  contact  with  the 
nozzle  so  that  the  Phototape  can  move 
freely  during  subsequent  "playing". 

When  processing  is  completed,  the 
player  automatically  cycles  the  Photo- 
tape through  the  projection  sequence. 
Light  from  a  100-watt  bulb  is  directed 
through  the  projection  prism  in  the  cas- 
sette. The  light  is  then  deflected  through 
the  film  and  aperture  block  to  a  projec- 


tion lens  from  which  the  image  is  re- 
flected by  a  45°  first  surface  mirror  Onto 
the  viewing  screen. 

At  the  end  of  playing,  the  player 
responds  to  a  small  cut-out,  near  the 
edge  of  the  tape,  which  allows  a  flash  of 
light  to  fall  on  a  photocell  in  the  player. 
The  illuminated  photocell  starts  the  high- 
speed rewind  of  the  Phototape,  switching 
off  the  projection  lamp  at  the  same  time. 
After  rewinding,  the  tape  is  stopped  by 
an  inertial  switch,  both  drive  shafts  dis- 
engage, lifters  eject  the  cassette  and  the 
player  is  switched  off. 

The  instant  replay  control — a  hand- 
held button  connected  by  a  3m  electrical 
cord  to  a  control  switch  in  the  player — 
allows  the  user  to  select  any  portion  of 
the  Phototape  for  viewing.  An  eject 
button  enables  a  cassette  to  be  removed 
during  mid-projection.  A  three-bladed 
shutter  displays  the  Phototape  at  54  im- 
ages per  second  by  causing  three  shutter 
openings  and  closings  for  each  frame 
(the  tape  moves  at  18  frames  per  second) 
to  ensure  flicker-free  movement. 

The  player  contains  two  motors.  A  12- 
volt  DC  motor  drives  the  take-up  and 
supply  reels  of  the  cassette.  An  AC 
motor  powers  the  tape  advance  mech- 
anisms, the  shutter  and  two  blower 
systems  for  cooling  the  lamp. 

The  camera 

Like  all  movies,  a  Polavision  instant 
movie  is  a  series  of  still  images,  photo- 
graphed one-at-a-time  as  the  I  /40th 
second  shutter  opens  and  closes  18  times 
a  second  to  expose  each  of  the  2,790 
"live"  frames  of  Phototape. 

After  each  exposure,  a  "claw"  powered 
by  an  electric  motor  engages  one  per- 
foration at  the  edge  of  the  Phototape, 
to  pull  the  next  frame  into  the  aperture 
gate.  The  shutter  is  driven  by  the  camera 
motor  and  automatic  exposure  is  con- 
trolled through  a  servoloop  by  the  elec- 
tric eye.  Apertures  range  from  f/1.8  to 
f/22,  with  a  square  flag  indicator  show- 
ing in  the  viewfinder  when  the  maximum 
aperture  is  being  used.  A  rounded  flag 
indicator  shows  filming  at  minimum 
aperture. 

Since  Phototape  is  balanced  to  3400° 
Kelvin  for  correct  colour  rendition  when 
filming  under  tungsten  lights,  a  Type  85 
conversion  filter  rests  in  the  camera  light 
path  for  outdoor  filming.  For  indoor 
filming  with  artificial  lighting,  a  socket 
on  top  of  the  camera  accepts  a  small 
screw-in  knob  or  a  movie  light  to  remove 
the  filter. 

The  camera  'has  a  standard  tripod 
socket  at  the  bottom  of  the  pistol  grip 
handle.  Four  AA-size  batteries  in  the 
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Image  formation 
in  the  Phototape 

The  Phototape  has  a  hyperfine  additive 
colour  screen  and  an  integral  silver 
transfer  film,  light  from  the  camera  lens 
passes  through  the  colour  screen  which 
consists  of  a  4,500  lines  per  inch  pat- 
tern of  red,  green  and  blue  colour 
stripes,  acting  as  colour  filters. 

The  diagrams  (right)  show  what  hap- 
pens when  the  film  is  exposed  to  red 
light.  The  silver  halide  grains  behind 
the  red  lines  are  fully  exposed  and 
developed  to  form  a  negative  image. 
The  grains  behind  the  green  and  blue 
lines  remain  unexposed  and  form  a 
positive  image. 

When  the  developing  reagent  is 
applied  the  exposed  grains  begin  to  de- 
velop to  form  a  low  covering  power 
negative  image  (diagram  2).  The  un- 
exposed grains  begin  to  dissolve  and 
move  to  the  positive  image-receiving 
layer  where  they  will  form  a  thin,  com- 
pact high  covering  power  positive  silver 
image.  The  antihalation  dyes  are  becom- 
ing colourless  and  the  stabiliser  is 
moving  down  through  the  layers  to 
stabilise  the  silver  images. 

In  the  lower  diagram  the  dyes  have 
been  completely  bleached,  the  stabiliser 
released  to  the  image  layers  leaving  be- 
hind a  stabiliser  ligand,  and  the  oxidised 
developing  agent  has  become  inert  and 
colourless. 

The  unexposed  grains  which  form 
the  image  have  dissolved  and  moved  to 
an  adjacent  layer  to  form  a  mirror-thin 
(0.2  microns),  compact  high  covering 
power  silver  image  of  the  scene.  The 
exposed  grains  have  developed  into  a 
low  covering  power  negative  that  is 
optically  insubstantial  compared  with 
the  positive  and  are,  in  effect,  invisible. 
The  negative  and  positive  images  thus 
co-exist  permanently  in  the  Phototape. 

The  lower  diagram  shows  light  from 
the  projection  lamp  passing  through  the 
black  and  white  positive  image  in  the 
red  image  area  and  then  through  the 
red  stripe,  emerging  as  the  red  part  of 
the  final  image  seen  on  the  screen. 
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Polavision  system 

Continued  from  opposite 

handle  provide  sufficient  power  for  40 

cassettes,  or  one  year's  filming. 

The  Polavision  camera  lens  has  eight 
glass  elements,  of  which  the  front  four 
comprise  an  afocal  zoom  lens  with  a  2:  1 
ratio  from  a  wide  angle  of  24°  horizontal 
to  a  telephoto  of  12°.  The  focal  length 
zooms  from  12.5mm  at  wide  angle  to 
25mm  telephoto.  The  zoom  is  controlled 


manually  by  a  lever  which  can  be 
attached  to  either  side  of  the  lens  barrel 
for  left-handed  or  right-handed  users  and 
which  allows  the  barrel  to  rotate  90° 
from  maximum  wide  angle  to  maximum 
telephoto.  The  zoom  lever  also  adjusts 
the  lens  barrel  to  a  forward  or  back  posi- 
tion to  select  two  focusing  ranges — from 
2-5m  in  the  "near"  range,  with  sharp 
focus  at  3m;  from  5m  to  infinity  at 
"far",  with  sharp  focus  at  7.6m. 

As  light  enters  the  electric  eye  lens, 
located  above  the  camera  lens,  it  falls  on 
a  sensitive  CdS  photocell,  generating  a 


voltage  varying  with  the  light  level.  An 
amplifier  in  the  servoloop  circuit  con- 
trolled by  the  photocell  powers  a  small 
galvanometer  linked  to  the  aperture 
blades  immediately  behind  the  four-ele- 
ment zoom  lens  and  the  electric  eye  lens. 
Rather  like  scissors,  the  aperture  blades 
open  and  close  across  the  electric  eye 
to  maintain  the  constant  voltage  required 
by  the  amplifier,  and  move  in  the  light 
path  to  control  light  admitted. 

Research  is  being  carried  out  into  the 
possibility  of  extending  the  Phototape's 
playing  time  and  incorporating  sound. 


28  October  1978 


Chemist  &  Druggist  739 


Here  are  your 
Christmas  presents. 


You  know  that  Max  Factor  has  given  you  the  best  selection  of  presents  in  the  business, 
because  you've  probably  already  ordered  your  stock.  Fragrance  or  cosmetics,  young  or  old, 
Max  Factor  has  the  gift  for  pleasing  everyone.  Especially  you. 

Here  are  your 
Christmas  cards. 


The  way  you  display  your  Christmas  merchandise  is  the  key  to  success. 
Striking  presentation  is  absolutely  vital.  Thafs  why  Max  Factor  has  designed  these  enticing 
back  cards  to  make  sure  your  counters  look  this  exciting,  this  eye-catching.  If  you  haven't 
ordered  your  free  counter  cards  from  your  representative  yet,  use  the  coupon. 


And  here  s  what 
we're  spending  on  you. 
Over  £V£  million. 


Massive  advertising  support  before  Christmas. 


The  Outrageous  New  Fragrance 
o*M*  Max  Factor 


FORTHE 
GIRL 
WHODOESNT 
HAVE  TO 
HOVE 
ATHING 


A  press  campaign  for 
Just  Call  Me  Maxi.  £40,000. 


A  press  campaign  for 
Maxi  Cosmetics.  £78,000. 


A  press  campaign  for 
Blase.  £48,000. 


youwant 
Christmas? 


A  national  TV  campaign  for 
Just  Call  Me  Maxi.  £300,000. 


A 12  page,  full  colour 
booklet  distributed  with 
Woman's  Own  to  support 
the  entire  Max  Factor 
Christmas  range.  £55,000. 

And  you  can  have  extra 
copies  to  give  to  your 
customers. 


 1 

I  want  to  get  the  most  out  of  Max  Factor 
this  Christmas. 


Please  contact  me  about: 

LJ  Max  Factor's  Christmas  programme 

I    I  Christmas  counter  cards  for 
—  Just  Call  Me  Maxi  and  Blase* 

 I  Extra  copies  of  the  special  Christmas  booklet* 

 I  Anything  else  we  can  do  to  help  you 

'Subject  to  availability. 


Return  this  coupon  to:  Dept  X,  Max  Factor  Ltd., 
16  Old  Bond  Street,  London  W.l. 

Name  


Position 


Shop  &  Address. 


_Tel.  no: 


—J 


MAX  FACTOR 


Market  opportunities 


Spending  on  photography  by  amateurs  is 
expected  to  approach  £360  million  for 
1978,  increasing  from  £300m  in  1977  and 
£120m  in  1972.  Although  inflation  has 
taken  its  toll  real  growth  is  estimated  at 
3  to  4  per  cent  a  year. 

Almost  half  the  money  spent  in  1977 
(£142m)  went  on  developing  and  printing. 
Its  growth  in  money  terms  was  18  per 
cent  over  1976,  slightly  lower  than  other 
photographic  areas  because  of  numerous 
D  &  P  discounts.  The  number  of  prints, 
however,  increased  by  6  per  cent,  a  result, 
according  to  a  leading  processor,  of  the 
trend  towards  colour  negative  film,  pre- 
ference for  longer  exposure  lengths  and 
demand  for  reprints  and  enlargements. 

According  to  market  estimates,  ama- 
teur photographers  spent  £73m  in  1977 
on  film,  a  growth  of  22  per  cent  on  1976. 
Real  growth  was  2  per  cent. 

Promising  future 

Equipment,  including  still  and  movie 
cameras  and  accessories  increased  by  21 
per  cent  to  £85m — a  real  growth  of  4  per 
cent.  However,  hidden  in  that  trend  are 
estimates  on  the  basis  of  availability  for 
sale,  rather  than  consumer  sales,  which 
suggest  that  a  peak  for  still  camera  de- 
mand arose  in  1973-74  coinciding  with 
the  spending  boom.  As  the  economy  has 
deteriorated  so  has  the  camera  market. 
The  future  looks  promising,  however. 

The  popularity  of  formats  appears  to 
have  followed  the  manufacturer's  innova- 
tions. In  1972,  126  format  represented 
72  per  cent  of  supplies  to  the  market, 
110  format  5  per  cent  and  35mm  format 
17  per  cent.  By  1973,  126  had  declined 
to  48  per  cent  and  110  increased  to  34 
per  cent,  peaking  in  1975  at  43  per  cent. 
By  1977,  110  had  fallen  to  a  39  per  cent 
share,  126  had  maintained  three  years  at 
36  per  cent  and  35mm  format  had  revived 
to  23  per  cent.  Roll  format  declined  from 
6  to  2  per  cent  over  the  period.  The 
35mm  gains  can  be  attributed  to  the  in- 
crease in  compact  cameras.  Instant  picture 
cameras  have  been  increasing  in  popu- 
larity with  each  year  and  look  set  to 
continue  that  way  for  some  time. 

Usage  of  cameras  reflects  a  slightly 
different  view  to  supplies.  According  to 
one  leading  manufacturer,  61  per  cent 
of  UK  householders  possessed  at  least 
one  still  camera  in  1977 — a  13  per  cent 
increase  on  1965,  although  there  has 
been  little  change  in  the  past  few  years. 
Movie  camera  ownership  was  8  to  9  per 
cent.  In  the  USA  during  1977  80  per 
cent  had  a  still  camera  and  16  per  cent 
a  movie  camera.  Type  of  camera 
possessed  has  changed  somewhat.  In  1972, 
35  per  cent  of  cameras  used  were  roll 
format  which  had  declined  to  15  per 
cent  by  1977.  The  35mm  format,  during 
the  same  period,  had  increased  from 


27  per  cent  to  30  per  cent,  126  format 
rose  and  fell  back  to  37  per  cent,  with  a 
peak  in  1974-75  at  39  per  cent,  and  110 
format  rose  from  1  per  cent  in  1972  to 

18  per  cent  in  1977.  Predictions  for  the 
1980s  suggest  increased  use  of  traditional 
cameras. 

Total  unit  film  sales  have  recently  been 
increasing  at  an  average  of  about  5  per 
cent  a  year,  according  to  market  esti- 
mates. In  1965,  black  and  white  repre- 
sented two-thirds  of  all  film  purchases, 
but  by  1977  it  had  declined  to  8  per  cent. 
Colour  reversal,  used  mainly  by  35mm 
camera  owners,  gradually  declined  from 
25  per  cent  in  1972,  to  19  per  cent  in 
1977.  Colour  negative  film  has  been 
steadily  increasing  at  an  average  of  13 
per  cent  a  year  over  the  past  six  years. 
In  1972,  51  per  cent  of  sales  were  for 
colour  negative  and  by  1977  the  propor- 
tion had  risen  to  73  per  cent. 

Sizes  of  colour  negative  film,  have,  as 
might  be  expected,  followed  camera 
popularity  trends.  110  format  unit  film 
sales  have  grown  from  2  per  cent  in  1972 
to  24  per  cent  in  1977;  126  format  has 
declined  from  56  per  cent  to  40  per  cent; 
35mm  format  has  increased  from  18  per 
cent  to  25  per  cent;  and  roll  film  has 
decreased  from  24  per  cent  to  1 1  per  cent 
over  the  period. 

Who  uses  a  camera?  According  to  one 
company  the  highest  users  are  among 
the  skilled  and  semi-skilled  socio-econo- 
mic groups  with  37  per  cent  (36  per  cent 
of  population)  and  white  collar  groups 
second  at  25  per  cent  (22  per  cent). 
Managerial  and  professional  are  19  per 
cent  of  users  (15  per  cent)  whilst  un- 
skilled and  pensioners  make  up  the  other 

19  per  cent  (27  per  cent).  By  age,  the 
25-34-year-old  group  are  the  main  users 
at  25  per  cent  (19  per  cent),  followed 


closely  by  the  15-24-year-olds  at  24  per 
cent  (18  per  cent).  The  55-year-plus  re- 
present 19  per  cent  (33  per  cent),  the  35- 
44-year-olds,  17  per  cent  (15  per  cent) 
and  the  45-54-year-olds,  15  per  cent  (15 
per  cent.  In  1977,  the  average  amount 
spent  on  photography  by  camera  owning 
householders  was  £25,  with  £12  on  D  &  P. 

Disposable  flash  sales  in  1977  reached 
£17m,  with  the  largest  proportion  through 
chemists,  according  to  GTE  Sylvania, 
who  claim  almost  a  20  per  cent  share. 
Sales  of  electronic  flash,  mainly  used  by 
35mm  amateurs  were  less  than  half  that 
value.  Disposable  flash  is  a  growth  oppor- 
tunity for  chemists,  say  Sylvania. 
According  to  the  company's  research, 
the  majority  of  consumers  prefer  to  make 
flash  purchases  from  chemists,  yet  the 
product  represents  only  8  per  cent  of 
their  photographic  sales.  However,  price 
is  a  complicating  factor  they  say,  with 
Magicube  retailing  from  £0.68  to  £1.30 
during  the  summer.  The  message  from 
Sylvania,  therefore,  is  to  capitalise  on 
the  consumer's  preference  and  keep 
prices  as  low  as  possible.  They  say  more 
flash  sales  mean  better  pictures  which  in 
turn  result  in  more  profitable  D  &  P 
and  higher  film  sales. 

New  Agfa  110 

The  Agfamatic  1008  has  been  launched 
with  Christmas  in  mind.  A  110  format 
pocket  camera  (suggested  retail  £14),  it 
has  a  sensor  release,  Repitomatic  winder, 
a  Color-Agnar  f9.5,  27mm  (three  ele- 
ment) fixed  focus  lens,  1/100  sees  day- 
light and  1/50  sees  flash  shutter  speed, 
large  Newton  viewfinder,  and  a  socket 
for  topflash  or  flipflash.  Agfa-Gevaert 
Ltd,  Great  West  Road,  Brentford, 
Middlesex. 


Demonstrations  of  Polavision 


Demonstration  is  the  key  to  merchan- 
dising the  Polavision  instant  movie 
system,  believe  Polaroid.  Having  seen 
how  easy  it  is  to  use,  customers  are 
much  more  likely  to  want  to  buy. 

For  this  reason,  promotion  is  geared 
towards  encouraging  the  retailer  to  hold 
demonstration  sessions.  The  introductory 
programme  is  based  on  a  choice  of  three 
packs  each  qualifying  for — extended 
billing  to  January  15,  1979,  for  2|  per 
cent  settlement  discount  or  due  net  Jan- 
uary 30,  1979;  best  listed  price;  one  pre- 
recorded demonstration  cassette;  in-store 
training,  display  material  and  consumer 
literature.  The  largest  pack,  C,  carries 
an  overall  bonus  of  £240  on  six  units  to 
cover  the  costs  of  hiring  a  room,  for 
example,  for  demonstrations  and  inviting 
those  customers  most  likely  to  buy.  The 


aim  is  to  allow  the  dealer  to  use  his  own 
creative  ability  in  launching  Polavision. 
Orders  must  be  placed  by  November  10. 

A  £30  trade-in  promotion  is  designed 
to  influence  those  customers  who  have 
stopped  using  their  cine  cameras,  those 
who  are  not  satisfied  with  the  results 
they  are  getting  or  who  find  it  too  difficult 
to  set  up  screens  or  thread  projectors. 
Polaroid  will  supply  advertising  mater- 
ials, including  a  local  newspaper  adver- 
tisement repro,  and  will  reimburse  the 
dealer  £30  on  receipt  of  Polavision 
registration  cards  and  an  old  camera 
sent  in  with  the  promotion  claim.  To 
qualify,  the  dealer  should  run  an  adver- 
tisement in  his  local  Press  and  decorate 
his  store  with  Polavision  display  material. 
Polaroid  (UK)  Ltd,  Ashley  Road,  St 
Albans,  Herts. 
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Vestric  -keeping  you 
in  the  picture.. 


DISTRIBUTORS  FOR  ALL 
LEADING  BRANDS  OF 
PHOTOGRAPHIC  EQUIPMENT 
with  a  NATIONWIDE  SERVICE 
TO  PHOTOGRAPHIC 
CHEMISTS 

Look  at  this  Vestric  van,  full  of  famous 
names  including  llford,  T.O.E.  Limited, 
CBM  Digital  Watches  and  Calculators 
plus  the  Vestric  range  of  photo- 
accessories— self  adhesive  albums, 
screens,  gadget  bags  and  projector 
stands.  All  available  now  from  Vestric. 

Contact  your  local  Vestric  branch  or  the 
Photographic  Products  Manager, 

VeStHc  Limited 

PHOTOGRAPHIC  DEPARTMENT, 
8GALLEYMEAD  ROAD, 
COLNBROOK,  SLOUGH  SL30EU. 
Phone:  02812  5411 


for  Christmas 

With  a  huge  national  advertising  campaign, 
backed  by  really  stunning  display  material, 
you  just  can't  afford  not  to  stock  these 
great  new  Kodak  cameras. 

Make  sure  you  place  your  orders  in  good  time. 


lak  Ektra  22-EF  camera 
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Kodak, KodarKodacolor  Ektra 
and  Tele  -Ektra  are  It  ade  marks 
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IN  THE  MAKING... 

SNAPSHOT  CAMERAS 


Modern  cameras,  from  the  simplest  to  the  most  complex, 
start  life  on  the  drawing-board.  The  days  of  adaptation 
are  gone.  New  materials  and  processes  demand  a  fresh 
approach.  The  introduction  of  moulding  techniques  and 
plastic  materials  has  stimulated  deeper  thinking  and 
advanced  design  concepts.  An  example,  described  below, 
is  the  manufacture  of  the  Kodak  Tele-Ektra  32  camera 
at  Stevenage  in  Hertfordshire. 

In  former  times  most  cameras  consisted 
of  a  large  number  of  laboriously 
assembled  components  and  many  readers 
will  be  familiar  with  the  "exploded- 
views"  showing  the  many  little  bits  and 
pieces  arranged  to  demonstrate  their 
intricacies.  To  put  them  together  required 
a  great  deal  of  hand  labour  and  time. 

To  meet  the  demand  for  simple  and 
inexpensive  cameras,  with  a  high  degree 
of    reliability    (Kodak    now    offer  a 


Removing  a  camera  body  from  the 
injection-moulding  press 

three-year  guarantee)^  new  designs  had 
to  be  evolved.  To  reduce  costs  still 
further,  large  numbers  had  to  be  pro- 
duced to  satisfy  the  market  demand. 

The  change  from  roll  film,  which  pre- 
sented some  difficulties  in  camera  load- 


ing and  risks  of  light-fogging,  to  film  in 
cassettes  or  preloaded  boxes  was  one  of 
the  earlier  steps  in  that  era.  The  external 
shapes  of  the  cassettes  were  designed  so 
that  they  could  be  inserted  into  the 
camera  in  only  one  way — correctly. 

The  next  stage  was  to  make  cameras 
simple  to  use,  to  remove  the  need  to 
"know  about  photography"  and  elimi- 
nate, as  far  as  possible,  an  elaboration 
of  controls.  To  effect  that,  much  more 
thought  became  necessary  during  design 
with  the  manufacturer  building  in  the 
required  controls  for  successful  pictures 
under  a  wide  variety  of  conditions  of  use. 

The  relative  ease  with  which  plastics, 
(there  are  many  types  each  with  a  specific 
application)  can  be  injection-moulded 
provided  a  solution  to  the  problem.  The 
internal  shape  of  the  camera  can  be 
formed  in  its  entirety;  all  of  the  aper- 


tures in  the  front-plate  can  be  made  at 
the  moulding  stage,  together  with  recesses 
and  pivot  points  for  sub-assemblies  that 
go  together  quite  quickly  towards  the 
completion  of  the  whole  camera.  The 
mouldings  now  include  many  of  the 
components  which  were  previously 
separate  items. 

The  steel  moulds,  costly  in  themselves 
but  producing  a  low-cost  unit,  give  the 
designer  further  scope  for  inventiveness. 
The  finish  of  the  mould  itself,  highly- 
polished  or  carrying  external  design 
features  such  as  simulated  leather  or 
other  textures  as  well  as  matt  surfaces 
for  the  camera-body  interior,  will  be 
faithfully  transferred  to  the  end  product. 

To  accelerate  production,  plastic  com- 
ponents can  be  mated  together  by 
ultra-sonic  welding,  still  further  reducing 
the  number  of  components  at  assembly. 


Left:  In  the  sub-assembly  of  the  mechanism  plate  the  operator  locates  the  sensing  lever,  fed  from  the  round  bowl,  into  a  "nest"  and  completes  the 
assembly  with  a  foot-operated  turn-over  punch.  Right:  The  mechanism  plate  assembly  is  screwed  into  position  with  a  power-driven  screwdriver. 
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ROM  DESIGN  TO  QC 


At  this  stage, 
the  front  viewfinder 
lens,  lens 
indicator  plate 
and  focus 
indicator  plate 
are  put  into 
the  camera  body 


J 


For  that,  however,  the  designer  has  to 
take  into  account  a  number  of  variables 
to  ensure  the  components  are  precisely 
made  to  match  one  another. 

The  metal  parts  are  equally  important 
and,  again,  what  previously  were  discrete 
items  may  be  produced  together  by 
pressing  and  forming  into  the  basic  units 
of  a  sub-assembly.  Accuracy,  of  less  than 
the  thickness  of  a  human  hair,  is  para- 
mount— it  is  even  higher  for  very  small 
parts.  The  quality  of  metal  and  temper 
of  steel  for  springs,  etc.  has  to  be 
controlled  meticulously. 

All  components  having  been  fabrica- 
ted, the  next  stage  is  to  assemble  them. 
"Mass  production"  usually  suggests  long 
lines  of  benches  with  travelling  bands 


and  each  operative  doing  one  small  part 
of  the  whole  job.  That  does  not  apply 
to  the  assembly  of  this  particular  camera 
at  Stevenage,  although  transfer  of  assem- 
blies is  mechanised.  There  is  a  sense  of 
involvement  in  the  small  groups  of 
people  who  put  together  the  various  parts 
of  cameras:  they  work  as  a  team  and, 
within  that  team,  interchange  jobs  quite 
happily.  Apart  from  the  alleviation  of 
what  might  become  a  boring  task,  a 
greater  variety  of  skills  ensues. 

One  of  the  most  important  factors  in 
assembly  is  the  constant  checking  and 
re-checking,  stage  by  stage,  so  that  a 
"dud"  part  does  not  get  into  a  later 
assembly  with  eventual  malfunctioning. 
"Job  satisfaction"  is  of  paramount  im- 


portance in  this  particular  factory  .  .  . 
people  matter.  And,  if  care  is  taken  of 
the  people  themselves,  then  the  product 
which  they  are  handling  is  much  more 
likely  to  be  satisfactory. 

Care  and  attention  persists  right  to  the 
final  personal  checking  of  individual 
cameras  taken  at  random  from  the  daily 
output.  Here,  the  actual  behaviour  of  the 
camera  in  the  hands  of  a  skilled  tech- 
nician can  be  assessed  in  a  way  in  which 
purely  electronic  or  mechanical  tests  are 
less  sensitive.  The  reason  for  a  failure 
can  be  identified  and  passed  at  once  to 
the  relevant  section  of  manufacture. 

The  company's  confidence  in  its 
product  is  reflected  in  the  three-year 
guarantee.  In  turn,  the  dealer  can  pass 
on  this  feeling  of  security  to  his  customer 
without  any  apprehension  of  failure. 


One  of  the  many  checks  during  production 


Acknowledgement:  We  are  indebted  to 
Denis  Dighton,  plant  manager  of  the 
camera  and  apparatus  division  of  Kodak 
Ltd,  for  assistance  and  photographs. 


Left:  At  the  final  quality  control  stage  the  completed  camera  is  checked  for  focus,  lens  definition,  shutter  speeds,  flash  output  and  synchronisation. 
An  acceptable  camera  is  shown  by  a  "pass"  light  and  reject  by  "fail".  The  counter  unit  on  the  right  shows  not  only  the  number  of  cameras  tested 
but  also  records  the  number  and  type  of  any  faults  which  may  be  found.  Right:  In  addition  to  mechanical  testing  during  and  at  the  completion  of 
manufacture,  a  laboratory  technician  physically  checks  a  proportion  of  the  output  by  hand.  Each  camera  presented  to  him,  is  loaded  with  film  and 
must  operate,  without  any  failure,  for  1 ,000  exposures.  The  "feel"  of  the  camera  is  as  important  as  the  mechanical  and  electrical  checks. 
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LETlFiElliS 

A  situation  that  would 
be  intolerable  to 
other  retailers 

Shame  on  the  PSNC  for  even  attempting 
to  ask  the  Minister  for  a  profit  on  turn- 
over for  dispensing,  as  if  it  were  like  any 
other  retailing  operation.  As  the  Minister 
has  pointed  out,  it  is  quite  different.  For 
a  start  our  customer  decides  how  much 
and  what  stock  we  shall  carry,  solely  for 
sale  to  him;  find  another  group  of 
retailers  who  would  tolerate  that.  Then 
our  customer  actually  dictates  what  mark 
up  and  discounts  we  will  charge  or 
allow  him;  find  another  group  of  retailers 
who  would  tolerate  that.  Yet  again  our 
customer  decides  how  much  credit  we 
will  extend;  find  another  group  of  re- 
tailers who  would  tolerate  that — or  the 
anti-social  hours,  or  the  holiday  or  ill- 
ness problems. 

With  a  seven-week  stock  holding  may 
we  assume  that  anything  "older"  than 
seven  weeks  is  dead  stock?  Can  our 
customer  honestly  (and  I  use  the  word 
with  care)  believe  that  we  are  adequately 
paid  for  all  those  split  packs?  Find  an- 
other group  of  retailers  who  would  even 
tolerate  breaking  bulk  in  these  days  of 
pre-packs  r>nd  packaging,  yet  alone  tole- 
rate having  the  stock  left  on  the  shelf 
in  a  form  or  condition  which  they  could 
not  return  for  some  kind  of  credit. 

Does  the  Minister's  reply  regarding 
notional  salary  and  notional  rent  mean 
we  are  all  now  to  receive  an  annual 
retainer?  Of  course  not,  like  other  re- 
tailers we  are  still  forced  to  achieve  a 
basic  turnover  to  cover  these  funda- 
mental expenses. 

We  do  not  want  any  more  incompre- 
hensible global  revisions  or  adjustments 
to  our  already  convoluted  contract;  we 
now  need  (and  need  it  now,  not  next 
never-come-day)  a  completely  new  re- 
writing of  the  fundamental  terms  that 
we  are  prepared  to  offer  the  DHSS  (and 
not  vice  versa). 

An  insult 

For  the  ultimate  benefit  of  the  patient, 
let  us  tell  the  Department  that  prescrip- 
ions  lacking  full  instructions  are  an 
insult  to  our  professionalism  and  will 
either  be  referred  back  to  the  doctor  or 
that  not  more  than  ten  doses  will  be 
dispensed  and,  that  in  any  case,  no  more 
than  thirty  days'  supply  will  be  made  at 
one  time. 

Let  us  give  suitable  notice  of  our 
intention  to  apply  such  terms,  which 
despite  the  short-term  inconvenience  to 
the  patients  (for  whom  T  have  a  great 
concern,  a  large  part  of  which  is  to  stay 
in  business  to  continue  to  serve  them) 
would  in  the  long  term  benefit  the 
nation's  health  and  wealth.  Let  us  also 
seriously  consider  our  attitude  to  the 
re-registration  of  pharmacies  or  pharma- 
cists who  fail  to  pass  on  the  full  instruc- 
tions when  they  get  them. 

Much  later  perhaps,  when  the  patients 
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are  used  to  a  maximum  of  a  month's 
supply,  let  us  consider  charging  them  and 
letting  them  reclaim  from  the  Depart- 
ment. Then  let  the  Minister  see  how 
many  votes  he  wins  by  delaying  pay- 
ments for  two  months  or  more  and  tak- 
ing a  discount  for  the  privilege.  This 
could  also  benefit  the  patient  in  the  long 
term  by  cutting  down  on  waiting  rooms 
crowded  with  trivial  complaints  and 
might  lead  to  the  proper  development  of 
the  pharmacist  in  community  health 
care. 

In  the  meantime,  we  can  not  debate 
any  kind  of  future  role  for  general  prac- 
tice pharmacy  but  that  it  has  the  solid 
foundation  of  properly  rewarded  dis- 
pensing; without  that  we  have  little 
raison  d'etre  and  certainly  no  rights  to 
new  roles  for  which  we  have  yet  to  be 
trained. 
A.  O.  Bond 
Glastonbury,  Somerset. 

Dispensing  doctors' 
remuneration 

I  have  followed  the  correspondence  on 
the  relative  remuneration  received  by 
pharmacists  and  dispensing-doctors  with 
great  interest.  We  now  learn  that  the 
doctors  have  been  awarded  an  extra 
3. lp  per  script  backdated  to  April  1. 

I  imagine  that  most  pharmacists  are 
aware  that  the  dispensing  doctor,  whilst 
being  remunerated  on  the  same  basis  as 
the  pharmacist  by  way  of  net  ingredient 
cost,  on-cost,  dispensing  fee  and  container 
allowance  also  receives,  in  addition, 
reimbursement  of  70  per  cent  of  the  wage 
of  his  dispenser,  reimbursement  of  his 
rent  and  rates,  a  contribution  from  his 
Family  Practitioner  Committee  of  1\ 
per  cent  of  his  net  superannuable  emolu- 
ment, plus  the  extra  3. lp  per  prescription 
recently  awarded. 

I  wonder  how  many  contractors  are 
aware  of  the  grave  disparity  in  reward 
for  dispensing  that  arises  between  phar- 
macists and  dispensing  doctors,  having 
regard  to  the  extra  allowances  received 
by  the  latter  in  consequence  of  the 
enactment  of  the  "doctors'  charter" 
some  years  ago. 

An  examination  of  the  figures  pub- 
lished by  our  own  FPC  confirms  similar 
statistics  derived  by  PSNC.  It  reveals 
that,  on  the  most  conservative  basis,  the 
average  dispensing  doctor  receives  25. 2p 
per  item  profit  more  than  his  pharmacist 
colleague  when  the  new  award  is 
included,  and  this  despite  the  fact  that 
the  basic  costings  per  prescription  are 
approximately  the  same,  as  was  pointed 
out  by  Dr  Wilson  recently.  The  extra 
"profit"  arises  from  the  fact  that  the 
doctor  receives  his  labour/ overheads/ 
pension  increments  as  an  addition  to  his 
dispensing  income,  whilst  the  pharma- 
cist's remuneration  is  a  gross  figure,  from 
which  he  has  to  provide  for  these  costs 
himself. 

Thus,  in  order  to  achieve  parity  with 
the  dispensing  doctor,  the  pharmacist 
needs  an  increase  of  at  least  25p  per 
item  dispensed.  In  simple  terms  he  needs 
a  100  per  cent  increase  in  the  dispensing 


fee;  in  more  sophisticated  terms  this 
necessitates  approximately  £75  million  of 
new  money  being  added  to  the  balance 
sheet. 

Whilst  I  do  not  begrudge  the  doctors 
their  good  fortune,  I  cannot  avoid 
criticism  of  our  own  negotiators  for 
their  failure  to  at  least  maintain  parity. 
In  fact  we  must  be  unique  in  that  we  are 
a  case  where  the  skilled  are  failing  to 
maintain  parity  with  the  unskilled,  to  say 
nothing  of  "differentials". 

New  contract 

It  is  beyond  dispute  that  we  need  a 
new  contract  in  order  to  obtain  a  fair 
rate  of  remuneration.  The  PSNC  and  the 
Pharmaceutical  Society  agreed  on  this 
point. 

There  are  four  main  premises  on  which 
we  must  concentrate: 

1.  If  a  profession  is  performing  a 
valuable  and  essential  service  to  society 
(as  Mr  Ennals  claims  we  are)  then  it 
should  be  possible  for  the  practitioner  to 
make  a  reasonable  living  solely  from  the 
practice  of  his  profession.  (We  do  not 
expect  dentists  to  subsidise  themselves  by 
the  sale  of  toothpaste  nor  teachers  by  the 
sale  of  pens  and  ink).  The  historic 
development  whereby  pharmacy  was 
involved  in  a  diverse  range  of  activities 
has  no  relevance  to  present  day  condi- 
tions when  the  average  pharmacist  is 
almost  wholly  committed  in  his  everyday 
work  to  the  service  of  the  NHS. 

2.  In  order  to  make  a  reasonable  living 
from  our  professional  work  we  need  a 
new  form  of  contract. 

3.  Since  the  present  contract  is  so 
favourable  to  the  Department  of  Health 
and  the  Treasury  it  is  essential  to  give 
notice  of  termination  of  the  present 
contract,  during  which  period  of  notice 
a  new  contract  would  be  agreed  on  a  more 
equitable  basis.  For  this  purpose  the 
PSNC  should  collect  undated  signatures 
of  resignation  from  the  present  contract. 
Doubtless  there  are  some  pharmacists 
who  would  not  be  willing  to  give  such 
an  undertaking.  They  could  always  seek 
their  living  outside  the  profession  if  they 
feel  it  is  not  worth  fighting  to  preserve. 

We    must    accept    the    principle  of 
rational  distribution  and  limitation  of  the 
NHS  contract. 
E.  D.  Hurt 
Southam,  Warwicks 

RPM— is  there 
any  hope? 

Out  here  in  the  west,  we  are  now  experi- 
encing the  effects  of  Unichem's  latest 
panacea  for  independent  retail  pharma- 
cists, a  reduction  in  the  number  of  daily 
deliveries,  credit  squeeze,  and  an  end  to 
their  profitable  buying  scheme— a  perfect 
recipe  for  the  escalation  of  the  closure 
rate  of  small  pharmaceutical  businesses. 
All  this,  as  a  result  of  the  gradual  erosion 
of  RPM. 

Yet  Mr  Peter  Dodd  (Unichem's  mana- 
ging director)  makes  the  slightly  arrogant 
statement  that  policies  pursued  by 
Unichem  are  in  the  best  interest  of  its 
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nembers.  I  would  like  to  think  so,  but 
annot  help  confirm  the  fears  (and  now  a 
eality)  expressed  by  Mr  C.  D.  Ross 
C&D,  September  30,  p572).  Members 
vi  11  judge  for  themselves. 

What  is  worrying  is  that,  whilst  larger 
ndependents  are  provided  shelter  under 
he  umbrella  of  financial  security,  the 
mall  businesses,  as  always,  are  put  in 
;reatest  peril — yet  their  services  to  the 
immunity  are  no  less  vital.  We  have, 
hrough  no  fault  of  our  own,  been 
hrown  into  the  merciless  sea  of  economic 
:haos,  buffeted  by  poor  NHS  remunera- 
ion,  loss  of  business  to  supermarkets,  the 
:ver  increasing  threat  of  health  centres, 
nd  now,  as  a  result  of  the  wholesalers' 
reed  for  increased  business,  the  flagrant 
isregard  to  established  RPM  principles. 

But  everything  is  not  lost,  we  are  told, 
f  we  can  ride  the  turbulence  for  the  next 
hree  years,  pharmacy  will  be  more 
lealthy  for  it.  How  reassuring!  Little 
oes  Mr  Dodd  know,  the  fight  for  sur- 
ival  has  already  begun.  The  future  well- 
<eing  of  pharmacy  will  and  must  depend 
^  the  policies  pursued  at  present — and 
n  its  defence,  not  against  it. 

earching  answers  needed 

Dne   is   bound   to   ask,   therefore,  are 
here  any  hopes  for  survival,  and  in  as 
nuch  as  the  breakdown  of  RPM  is  at  the 
entre  of  the  storm,  can  a  balance  be 
estored  to  ensure  the  survival  of  both 
wholesaler  and  retailer?  Should  RPM  be 
naintained.  Should  it  be  enforced?  If  so, 
y  whom?  Should  discounts  on  "ethicals" 
rom  wholesalers  and  manufacturers  be 
discontinued?  [f  so,  should  the  general 
bractice   pharmacist   be  "compensated" 
or  the  loss  of  "invisible  revenue"  from 
discounted  parcels?   If  so,  by  whom? 
Simple  enough  questions;   answers  are 
nore  searching. 

From  the  foregoing,  it  stands  to  reason 
hat  the  breakdown  of  RPM  does  not 
serve  the  best  interest  of  pharmacy  and 
nost  would  agree  that  it  should  be  main- 
tained. Since  the  Restrictive  Practices 
Court  took  the  view  that  RPM  is  "in  the 
public  interest  as  a  stabilising  factor  in 
assuring  the  proper  availability  to1  the 
patient  of  essential  medicines",  might  it 
not  offer  guidelines  as  to  how  the  prin- 
ciples of  RPM  could  be  adhered  to?  And 
what  about  the  Government? 

In  as  much  as  we  are  contracted  by  the 
National  Health  Service,  and  that  the 
Government  "pay  our  wages",  it  would 
seem  logical  that  the  Government  should 
make  good  any  monies  "lost"  through 
discontinuation  of  discounts  either  by 
manufacturers  or  wholesalers.  Increasing 
the  "on-cost",  container  allowance,  pro- 
fessional fees,  etc,  to  more  realistic 
figures,  in  line  with  the  present  economic 
situation,  are  positive  ways  as  to  how 
this  could  be  achieved. 

This  is  not  a  call  for  a  State  system 
and  a  salaried  pharmaceutical  service,  but 
a  true  recognition  of  the  professional 
skills  of  the  general  practice  pharmacist 
in  the  service  of  the  community,  in  so 
many  diverse  and  difficult  roles.  That  the 
general  practice  pharmacist  should  rely  so 
heavily  on  his  commercial  ability  to  sup- 
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plement  his  poor  NHS  return  is  a 
national  disgrace,  for  which  the  Govern- 
ment is  directly  answerable. 

It  is  therefore  my  view  that  discount 
schemes,  bonuses,  incentive  schemes,  in 
any  shape  or  form  in  violation  of  RPM 
should  be  prohibited,  if  necessary,  by 
law.  Wholesalers  would  then  be  placed 
on  an  equal  footing,  competing  solely  on 
the  lines  pointed  out  by  Mr  Mulholland. 
The  general  practice  pharmacist  would 
at  last  be  adequately  remunerated  as  a 
professional  person  and  have  a  positive 
reason,  not  an  excuse,  to  have  chosen 
that  branch  of  pharmacy  to  exercise  his 
acquired  knowledge. 

President  Kennedy  once  said:  "In 
politics  you  have  no  friends,  only  allies". 
I  wonder  whether  we  have  any  friends  or 
allies  in  pharmaceutical  politics.  What- 
ever the  answer,  we  must  look  to  the 
Government  for  a  life-line  and  that  is  my 
hope. 

B.  Gilbert 

Llandysul,  Dyfed 


Unichem  and  RPM 

It  has  been  interesting  to  read  Mr  Fell's 
letter  (October  21)  and  particularly  his 
strong  and  well  publicised  support  for 
the  maintenance  of  RPM.  However 
before  criticising  Unichem  for  "succeed- 
ing in  driving  a  cart  and  horse  through 
the  sensible  ruling  of  the  Restrictive 
Practices  Court"  doesn't  Mr  Fell  realise 
that  the  success  of  Unichem  has  been  due 
to  the  support  it  has  received  from 
retailers,  including  himself? 
J.  D.  Lalji 
London  SE18 


Complications 

I  think  Xrayser's  recent  column  on  dis- 
counts (October  7)  is  very  much  an  over 
simplification  of  the  situation,  other  than 
his  first  paragraph  which  is  absolutely 
correct.  PSNC,  however,  will  tell  him 
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Guidelines  on  how  much 
information  patients  need 


The  amount  of  information  given  to  a 
patient  in  the  form  of  a  package  insert 
depends  on  how  much  responsibility  a 
patient  is  expected  to  have  in  the  taking 
of  his  medicine.  Patients  should  be  en- 
couraged to  take  an  active  part  in  their 
treatment  and  make  better  use  of  their 
doctor  and  pharmacist,  concludes  a 
paper  in  last  week's  British  Medical 
Journal.  It  gives  a  guide  to  the  minimum 
information  needed  to  enable  patients  to 
make  treatment  with  a  prescribed  drug 
effective  and  safe. 

The  first  point  is  that  the  patient  should 
know  how  to  take  the  drug — a  specific 
dose,  in  a  specific  manner,  at  specific 
times.  These  instructions  can  be  expanded 
further  if  necessary.  Secondly,  to  know 
how  to  store  the  drug  and  to  recognise 
when   the   medicine   has   lost  potency. 


LETTERS 

Continued  from  p!41 

that  manufacturers  will  not  drop  the  dis- 
count scheme.  I  would  also  point  out 
that  the  multiples  have  been  getting  the 
benefit  of  extra  discount  on  their  whole- 
saling organisation  for  years  and  we  are 
over  discounted  to  compensate  for  that 
to  some  extent.  The  situation  surely  re- 
quires us  to  take  advantage  of  our 
opportunity  to  correct  the  gross  under- 
payment and  for  our  negotiators  to  deal 
with  the  situation — and  not  for  editors 
and  Xraysers  to  spell  it  out  in  black  and 
white  to  the  DHSS.  We  have,  I  believe, 
at  last  an  astute  chairman  of  the  PSNC 
in  Mr  Sharpe  and  it  would  be  better  for 
him  to  be  mouthpiece. 

However,  I  think  the  situation  is  far 
more  complicated  than  Xrayser  sees  it 
and  my  inquiries  show  that  there  are  a 
very  large  number  of  arrangements,  from 
extended  credit  to  short  credit  plus  dis- 
counts, and  from  rebates  to  give  away 
prices  on  OTCs.  OTCs  are  mostly 
treated  as  a  separate  entity  and  with  some 
wholesalers  even  their  supply  is  from  a 
separate  company,  ft  is  up  to  the  PSNC 
to  point  out  and  maintain  that  this  has 
nothing  to  do  with  the  supply  of  RPM 
drugs — and  after  all  it  does  not  and  is  a 
separate  entity — or  the  next  step  will  be 
that  the  proprietor's  notional  salary  will 
be  based  on  the  entire  turnover  and  the 
High  Street  pharmacy  will  be  paying  the 
DHSS  back  money  to  dispense  the  pres- 
cription. Here  is  an  opportunity  of  be- 
having in  the  way  the  DHSS  does  in  its 
negotiations — devious,  misrepresenting 
information,  prevaricating,  etc.  We  know 
it  all  to  our  very  expensive  cost. 

If  Mr  Xrayser  wishes  to  continue  his 
column  in  this  way,  I  suggest  he  writes 
in  the  Civil  Service  magazine. 

PS.  One  multiple  apparently  success- 
fully maintained  that  their  wholesaling  of 
NHS  drugs  to  themselves  produced  no 
profits  as  OTC  lines  are  expensive  to 
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Thirdly,  to  know  how  the  drug  is  expec- 
ted to  help — to  recall  the  basic  facts 
about  the  complaint  and  to  recognise  the 
desired  effect  and  act  upon  its  absence. 
And  fourthly  to  know  how  to  recognise 
problems  caused  by  the  drug. 

The  authors  of  the  paper,  Dr  Freya 
Hermann  of  USA,  who  is  on  sabbatical 
leave  studying  package  inserts  in  Europe, 
Dr  Herxheimer,  Charing  Cross  Hospital, 
and  Dr  Lionel  of  Sri  Lanka  suggest  that, 
as  leaflets  produced  by  professional 
organisations  are  generally  unsuitable 
(manufacturers  often  cannot  mention  the 
current  use  of  the  drug  if  not  passed  by 
the  regulatory  agency  and  are  also 
obliged  to  mention  every  adverse  effect), 
information  sets  should  be  put  together 
by  groups  of  clinical  pharmacologists, 
clinicians,  pharmacists  and  consumers. 


deliver,  etc,  and  it  is  swings  and  round- 
abouts. What's  good  for  the  goose  is 
surely  good  for  the  gander. 
D.  B.  Cohen 
Enfield,  Middlesex 

Prospering— 
and  why  not? 

"Foul",  shouts  Mr  Mulholland  (C&D, 
October  21 ),  Unichem's  directors  have 
chosen  to  apply  their  interpretation  of 
the  society's  rules  selectively  to  exploit 
to  maximum  effect  the  benefits  in  taxa- 
tion and  other  matters  conferred  by 
registration  under  the  Industrial  and 
Provident  Societies  Act.  So  what's  wrong 
with  that? 

The  truth  of  the  matter  is  that 
Unichem  have  found  a  way  to  return 
their  profit  to  shareholder  customers, 
thereby  allowing  independent  pharmacies 
to  compete  with  national  multiple  com- 
petitors on  more  or  less  equal  terms. 

Unichem  have  not  opened  pharmacies 
in  competition  with  their  own  customers, 
they  are  not  part  of  a  multinational  drug 
company,  they  do  not  supply  dispensing 
doctors — all  I  suppose,  Mr  Mulholland, 
in  the  long  term  interest  of  pharmacy. 

The  only  competitive  edge  which 
Unichem  have  over  rivals,  within  RPM, 
is  that  they  can  return  dividends  to 
pharmacist  customers  who  own  the 
society  instead  of  having  to  meet  the 
demands  of  avaricious  non-pharmacist 
shareholders.  Not  surprising  independent 
pharmacists  like  it  that  way. 

Having  said  that,  Unichem  must  not 
seek  nor  be  allowed  by  members  to 
achieve  a  monopoly  position  in  any  area. 
That  position  has  not  yet  arrived  and  I 
cannot  but  feel  a  little  contempt  for  the 
large  public  companies  which  have  had 
things  their  own  way  for  so  long,  and 
which  are  now  being  challenged  by  our 
organisation — owned  and  managed  by 
independent  pharmacists  and,  would  you 
believe,  prospering. 
G.  F.  Tomlinson,  Wisbech,  Cambs 


Free  scripts  rise 
to  63  per  cent 

The  proportion  of  prescriptions  dis- 
pensed free  to  patients  increased  to  63 
per  cent  in  1977,  from  62  per  cent  in 
1976  and  52  per  cent  in  1969,  the  first 
year  after  reintroduction  of  charges. 
According  to  the  Department  of  Health 
and  Social  Security  annual  report,  186 
million  prescriptions  were  dispensed  free 
of  a  296m  total  compared  to  183m  and 
293m  respectively.  £23. 3m  revenue  was 
raised  from  charges  in  1977. 

The  report  says  manufacturers'  prices 
of  drugs  and  medicines  supplied  to  the 
NHS  rose  by  16  per  cent  in  1977  com- 
pared with  20  per  cent  in  1975  and 
1976.  Audited  annual  returns  suggest 
average  profitability  for  the  pharma- 
ceutical industry  in  1976  was  16.9  per 
cent  return  on  capital  and  15.4  per  cent 
in  1975. 

The  pharmaceutical  services  cost 
£483m  in  1976-77  and  £606m  in  1977- 
78 — 7|  per  cent  and  81  per  cent  of  the 
total  health  and  personal  social  services 
costs  respectively  (£6, 186m  and 
£6. 927m).  Financial  support  to  encour- 
age family  doctors  to  improve  premises 
was  increased  during  1977.  Family 
practitioner  committees  made  improve- 
ment grants  of  £425,000  to  GPs  and  in 
1976-77  the  General  Practice  Finance 
Corporation  made  138  loans  totalling 
£1.9m. 

The  Department  of  Health  continued 
to  encourage  the  development  of 
primary  health  care  teams  and  the  pro- 
vision of  health  centres  or  other 
premises  for  them.  On  March  31,  1977, 
there  were  731  health  centres  (housing 
3,800  GPs— 17  per  cent)  with  105  being 
built  and  a  further  101  approved 
schemes.  Health  authorities  were  allo- 
cated a  minimum  of  £19.4m  for  health 
centres  and  other  primary  health  care 
premises  for  1977-78.  Priority  was  to  be 
"health  deprived"  areas. 

The  number  of  narcotic  drug  mis- 
users receiving  hospital  treatment  at  the 
end  of  1977  was  1,466  out-patients  and 
84  in-patients  compared  with  1,407  and 
55  respectively  in  1976.  The  report  men- 
tions a  Departmental  working  group 
recommendation  that  information  net- 
works be  set  up  at  local  level.  They 
would  gather  data  on  break-ins  at 
pharmacies  etc  to  provide  an  early  warn- 
ing system  on  changing  patterns  of  mis- 
use. The  annual  report  is  available  only 
as  proof  copy.  It  will  be  published  as 
a  Command  Paper  by  HM  Stationery 
Office  as  soon  as  circumstances  permit. 

Faberge  winner 

C&D  apologises  for  any  misunderstand- 
ing caused  by  the  story  about  Matt  Mac- 
Pherson,  the  winner  of  Faberge's  Cavale 
competition  (October  14,  p671).  Mr  Mac- 
Pherson  was  wrongly  titled  MPS.  Al- 
though not  a  pharmacist  himself,  he  in- 
herited P.  K.  MacPherson  (Chemists) 
Ltd,  at  40  Hamilton  Street,  Saltcoats, 
Ayrshire,  from  his  pharmacist  father, 
and  employs  two  pharmacists. 
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DUREX* 
PRICING  ANNOUNCEMENT 


Rising  costs  make  it  necessary  for  us  to  increase  prices  on  the  Durex  range  of  protectives. 
These  increases  are  listed  below  and  become  effective  from  Monday  16th  October,  1978. 


Brand  Maximum  Recommended  Basic  Trade  Terms 

Selling  Price 
(Including  VAT  at  8%) 


Nu  Form  Extra  Safe 

3  pack 

36p 

£8.00 

per 

gross 

Nu  Form  Extra  Safe 

12  pack 

144p 

£8.00 

per 

gross 

Unison 

3  pack 

36p 

£8.00 

per 

gross 

Fetherlite 

3  pack 

34p 

£7.56 

per 

gross 

Fetherlite 

12  pack 

136p 

£7.56 

per 

gross 

Nu  Form 

3  pack 

34p 

£7.56 

per 

gross 

Nu  Form 

12  pack 

136p 

£7.56 

per 

gross 

Fiesta 

6  pack 

68p 

£7.56 

per 

gross 

Black  Shadow 

3  pack 

34p 

£7.56 

per 

gross 

Gossamer 

3  pack 

31p 

£6.89 

per 

gross 

Gossamer 

12  pack 

124p 

£6.89 

per 

gross 

Dry  Durex /Allergy 

3  pack 

25p 

£5.56 

per 

gross 

Supertrans 

3  pack 

26p 

£5.78 

per 

gross 

Atlas 

12  pack 

108p 

£6.00 

per 

gross 

Ttansyl 

12  pack 

80p 

£4.44 

per 

gross 

Fourex 

3  pack 

300p 

£1.39 

per 

pack  of  3 

May  we  also  take  this  opportunity  of  reminding  you  that  it  is  a  condition  of  sale  that  Durex 
protectives  must  never  be  retailed  at  prices  in  excess  of  the  maximum  retail  prices  shown  on 
the  price  list.  In  addition  please  could  you  take  note  of  the  following: - 

1.  Stock  purchased  at  pre-increase  prices  must  be  retailed  to  the  public  at  prices  not 
exceeding  our  previous  maximum  recommended  prices. 

2.  Whilst  stock  purchased  at  the  new  prices  must  not  be  sold  at  prices  exceeding  that  of  our 
recommended  prices,  you  may,  if  you  wish,  sell  them  at  prices  below  the  recommended  prices. 

3.  All  orders  will  be  charged  out  at  prices  ruling  on  the  date  of  dispatch  of  goods. 

Price  increases  we  are  now  implementing  have  been  agreed  with  the  Office  of  Fair  Trading. 

*  Durex  and  all  brand  names  are  registered  trade  marks. 
LRC  Products  Limited,  Sanitas  House, Stockwell  Green,  London  SW9  9JJ. Telephone:  01-733  7911. Telephone  orders: 01-274  2076. 
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High-speed  installation 
with  electric  heating. 


Contrary  to 
popular  opinion, 
installing  a  new  heating  system 
doesn't  have  to  be  a  long,  slow,  or 
messy  operation. 

Especially  if  it's  electric  heating. 

There  are  no  boilers,  flues, 
pipes  or  extra  ventilation  to  worry 
about.  It's  just  a  question  of  some 
simple  wiring.  Which  is  why  it  can 
be  done  so  quickly. 

Replacing  an  existing  fuel-fired 
system  with  electric  heating  at  the 
50-bedroom  Sackville  Hotel,  Hove, 
took  just  four  weeks.  And  by  keep- 
ing disruption  to  a  minimum  there 
was  no  loss  in  revenue. 

Mr.  David  Kelsey,  the  owner,  says, 


"the  electric  heating  has  proved  to  be  so 
successful  that  we  are  now  extending 
it  to  our  Conference  Rooms." 


1 

Mr  Bevans.  Genera]  Manager.  Sackville  Hotel. 


Moreover,  the  capital  outlay  for 
electric  heating  can  be  significantly 
less  than  for  any  other  comparable 
system.  And  with  thermal  insula- 
tion and  the  right  tariff  for  the  job, 
running  costs  can  be  kept  down  to 
a  minimum. 

Why  not  contact  your  Electricity 
Board  office  or  shop?  Or  dial  100 
and  ask  the  operator  for  Freefone 
2284.  You'll  be  put  in  touch  with 
one  of  our  commercial  heating 
specialists,  who'll  be  happy  to  give 
you  all  the  information  and  advice 
you  need. 

HEATIUCTISC 

Tin  Eli  rtririly  Comii-ii.  EiiiiIiiiiiIiiiuI  Wali  x. 
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COMPANY  NEWS 

Uniform  European 
prices  'not  feasible' 

It  would  not  be  feasible  to  introduce 
uniform  prices  for  pharmaceuticals  in 
Europe  before  local  national  currencies 
and  standards  of  living  had  also  been 
"harmonised",  according  to  a  report  pub- 
lished by  the  Office  of  Health  Economics. 

If  the  consumer  were  to  pay  the  same 
price  for  a  given  product  in  all  the  EEC 
countries  the  manufacturers  would  have 
to  sell  the  product  at  different  prices  in 
the  individual  member  countries.  If  the 
aim  were  to  ensure  that  the  manufacturer 
charged  a  uniform  price  throughout  the 
Community  then,  because  of  differences 
in  trade  mark-ups  and  taxation  the 
German  consumer  would  have  to  pay 
over  one  and  a  half  times  as  much  as 
the  Italian,  for  example.  To  standardise 
the  manufacturer's  and  retail  prices  then 
the  wholesaler's  and  pharmacist's  mar- 
gins, and  the  VAT,  would  also  have  to  be 
identical  in  each  country. 

The  author  of  the  report,  Klaus  von 
Grebner,  says  that  by  imposing  "free 
trade"  and  drastic  price  controls  it  might 
be  possible  on  a  short-term  basis  to  re- 
duce the  prices  of  medicines.  But  such 
a  policy  would  further  diminish  the 
industry's  earning  power  in  markels 
operating  a  system  of  free  competition 
and  would  increase  the  political  pressure 
exerted  on  prices  in  these  markets.  Com- 
panies would  have  to  economise  at  the 
expense  of  research  and  development, 
eventually  causing  health  care  costs  to 
rise  because  cost-reducing  therapeutic 
alternatives  would  not  appear. 

The  author  argues  that  in  the  long  term  - 
no  one  but  the  "pirate"  entrepreneur 
benefits  from  "parallel  importing",  in 
which  these  dealers  buy  pharmaceuticals 
in  low  price  markets  such  as  Britain  and 
sell  them  in  competition  with  the  original 
manufacturers  in  high  price  markets  such 
as  the  Netherlands  and  Germany.  How- 
ever, such  entrepreneurs  are  acting  "per- 
fectly sensibly" — the  fault  lies  in  the  fact 
that  the  original  manufacturer  has  no 
means  of  legal  or  economic  defence. 

Dr  von  Grebner  points  out  that  Den- 
mark, Germany  and  the  Netherlands  are 
the  only  pharmaceutical  markets  in  the 
Community  where  there  is  little  or  no 
direct  control  over  prices  or  profits.  All 
the  other  countries  impose  controls  which 
could  seriously  restrict  innovation  if  they 
depressed  prices  too  far.  "Pharmaceutical 
prices:  A  continental  view,"  (£1),  Office 
of  Health  Economics,  162  Regent  Street, 
London  Wl  6DD. 


Mr  Percival,  Fasset  and  Johnson's  new 
sales  director 

Majority  against 
more  nationalisation 

The  Beecham  group  is  one  of  100  firms 
who  commissioned  a  survey  into  attitudes 
of  the  public  towards  nationalisation. 
The  survey,  carried  out  by  Opinion 
Research  Centre  in  five  marginal  con- 
stituencies, revealed  that  76  per  cent  of 
those  questioned  thought  further  nation- 
alisation was  not  in  the  national  interest. 
That  view  was  held  by  57  per  cent  of 
Labour  supporters. 

When  asked  "how  important  do  you 
think  it  is  for  candidates  to  discuss  the 
Labour  Party's  intentions  towards  im- 
portant industries  such  as  building, 
pharmaceuticals,  chemicals,  oil  etc,"  58 
per  cent  thought  it  was  very  important, 
25  per  cent  fairly  important,  6  per  cent 
not  very  important,  4  per  cent  not  at  all 
important  and  7  per  cent  did  not  know. 

Lilly  25pc  growth 

Eli  Lilly  &  Co  have  announced  a  17 
per  cent  sales  increase  and  a  25  per  cent 
growth  in  earnings  in  the  third  quarter. 
Sales  were  $416.1  million  compared 
with  $355. 6m  for  the  same  period  in 
1977.  Estimated  net  income  was  $59. 8m 
compared  with  $47. 7m. 

Upjohn's  66  per  cent 

Upjohn's  net  earnings  increased  by  66 
per  cent  during  the  third  quarter — a  re- 
cord, according  to  chairman  Mr  R.  T. 
Parfitt  Jr.  The  increase  from  $20  million 
in  the  quarter  ended  September  1977  to 
$33m  in  the  same  period  of  1978  was 
the  result  of  increased  worldwide  sales 
volume,  careful  management,  lower  tax 
rate  and  foreign  currency  gains.  Sales 
rose  17  per  cent  from  £277. 2m  to 
£3  26. 7m. 


Wellcome  deal  in  US 

The  Wellcome  Foundation  is  negotiat- 
ing to  buy  the  Jensen  Salsberg  Labora- 
tories division  of  Richardson  Merrell 
Inc.  The  division,  located  in  the  USA, 
is  involved  with  the  development,  manu- 
facture and  sales  of  veterinary  vaccines 
and  pharmaceuticals.  The  negotiations 
are  expected  to  be  finalised  in  a  few 
weeks. 

Briefly 

Nurdin  &  Peacock,  are  opening  a  cash 
and  carry  wholesale  branch  at  Burring- 
ton  Way,  Plymouth,  Devon  PL5  3NY. 
The  manager  is  Mr  R.  Doe  and  trading 
hours  are  8.30  am  to  9  pm  on  Mondays, 
Tuesdays  and  Thursdays,  and  8.30  am  to 
5.30  pm  on  Wednesdays  and  Fridays. 


APPOINTMENTS 


Approved  Prescription  Services  Ltd:  Mr 

John  Ellis  and  Mr  Joseph  Dixon  have 
been  appointed  to  the  sales  team  to 
cover  south  east  England  and  north  east 
England  respectively. 

Bellair  Cosmetics  Ltd:  Andrew  D.  Doyle 
has  been  appointed  marketing  director. 
Mr  Doyle  was  previously  marketing 
manager. 

Fassett  and  Johnson  Ltd:  Keith  V.  Perci- 
val has  been  appointed  sales  director.  Mr 
Percival  was  previously  chief  executive, 
sales,  with  Fassett  and  Johnson  and 
Bellair  Cosmetics. 

WESTMINSTER 
REPORT 

Clinical  trials  in 
general  practice 

The  Department  of  Health  is  currently 
reviewing  the  general  question  of  clinical 
trials  by  general  practice  doctors, 
Mr  Roland  Moyle,  Minister  for  Health, 
told  Mr  Laurie  Pavitt  in  a  Commons 
written  answer  this  week. 

'Pill'  deaths 

Deaths  attributed  to  oral  contraceptives 
numbered  16  in  1968;  29  in  1969;  13  in 
1970;  11  in  1971;  18  in  1972;  15  in  1973; 
11  in  1974;  18  in  1975;  17  in  1976;  and 
18  in  1977,  Mr  Roland  Moyle,  Minister 
for  Health  said  in  a  Commons  written 
answer,  this  week. 


k  EAR  EX  E  A R  PLUGS  a 


Special  12  for  10  offer  on  Earex  Dust  &  Noise  Protectors 
expires  November  30  th.  1978 


ATTRACTIVE  OFFER  WITH  DISPLAY  CARD  FROM  ERNEST  JACKSON  &  CO.  LTD., 

CREDITON,  DEVON.  EX17  13AP 
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wciff/ytefecf   |  brand 
HIGH  QUALITY  BISCUITS 
&  WAFER  BREAD 

A  welcome  variety 
for  people  requiring  a  Gluten  free  diet 

— — 

IfiHCUitS  J*Biscuits  available  £ 
-lfW^    n  1  great  ,M 


Contact  your 
local  chemist 


If  you  have  any  difficulty  obtaining  these  products,  contact 


G.F.  DIETARY  X  SUPPLIES  LTD. 

7  Queensbury  Station  Parade.  Queensbury,  Edgware,  Middx.  HA8  5NP 
Telephone:  01-951  1977/8       Telex:  21875 


CONTROLLED  RELEASE     f      IftUYlJ  AriM 

pellets  i  MOUTH  ULCERS 


Retail  Price  35p       Trade  Price  £2.60  per  dozen 
Available  from  your  local  wholesaler  and  from  Vestric  Ltd. 


Vitabiotics  Ltd.      1.  Beresford  Avenue,  Wembley  (Middx. 


Please  mention  C  &  D 
when  replying  to 
advertisements 


The  only  BEVELLED 
TONGUE  DEPRESSOR 
in  the  world. 

■ 

Applicators  also  available 


Also  AYRES  BIOPSY 

CERVICAL  SCRAPERS 

This  high  quality  scraper  immediately  available 
in  large  quantities.  Special  prices  for  bulk  orders. 


ASHW00D  TIMBER  &  PLASTICS  LTD.,  J 

Plyfa  House,  Leven  Road,  London  E1  4  OLW    Tel  :  01  -987  6461 II  I 


Acne 

responds  to 

QuinoderrW 

QUINODERM  CREAM 

available  to  Pharmacies  only  on  prescription  or  for 
O.T.C.  Sales.  Retail  Price  75p  incl.  VAT 

Quinoderm  Cream 

25G.  Benzoyl  Peroxide  10  0%.  Potassium 
Hydroxyqumoline  Sulphate  0.5%  in  an 
astringent  cream  base 

QUINODERM 
HYDROCORTISONE 

is  available  on  prescription  only.  Subject  to  T.S.A. 

Quinoderm  Hydrocortisone 

30G.  Benzoyl  Peroxide  10.0%, 
Potassium  Hydroxyqumoline  Sulphate  0.5%, 
Hydrocortisone  1%  in  an  astringent 
cream  base. 

PINODERM  LIMITED 

Manchester  Road,  Oldham 
OL8  4BR 


Marketing  Men  are  coming  to  the 

CHARACTER 

MERCHANDISING 
CONFERENCE 

London  2nd  Nov 


Telephone  0732-863944 
or  write  for  details  to: 

Benn  Business  Promotions  Ltd 
25  High  Street 


©  1978  Hanna-Barbera  Prods  Inc 
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MARKET  NEWS 

Demand  picks  up 

London,  October  25:  As  most  workers 
have  now  returned  from  holidays 
manufacturers  are  beginning  to  find 
their  stocks  requiring  replacement 
with  the  result  that  some  improvement 
was  noted  in  the  demand  for  botani- 
cals during  the  week.  A  larger  number 
of  items  were  marked  up  than  were 
reduced  reflecting  a  tighter  supply 
position.  On  the  spot  dandelion  and 
ipecacuanha  roots  and  witchhazel 
leaves  were  dearer  as  were  liquorice 
root,  new-crop  ginger  and  pepper  in 
the  cif  position.  With  the  recent 
political  upset  in  Nicaragua  spot 
holders  have  not  been  offering  and 
shipment  offers  are  nominal.  Celery 
seed  is  much  firmer.  Lower  during  the 
week  were  Curacao  aloes,  cherry 
bark,  gentian  and  senega  roots  and 
Brazilian  menthol. 

Among  essential  oils  cassia  and 
eucalyptus  were  firmer  with  bay  cedar- 
wood  and  spearmint  lower. 

Olive  oil  is  dearer  by  £20-£25  metric 
ton  according  to  origin. 

There  was  little  to  report  from  the 
Canton  fair,  London  dealers  were  fre- 
quently discounting  the  prices  quoted 
from  China  in  the  hope  that  the  rates 
would  fall. 

Folic  acid  has  joined  the  list  of  phar- 
maceutical chemicals  in  short  supply. 


Pharmaceutical  chemicals 

Acetarsol:  £14.28  kg  in  50-kg  lots. 
Acetic  acid:  4-ton  lots,  per  metric  ton  delivered — 
glacial   BPC  £274,  99.5   per  cent  £261.50;   80  per 
cent  grade,  pure  £240.50;  technical  £224.50. 
Acetone:  £262  to  £266  metric  ton  as  to  grade  for 
30-drum  lots. 

Aspirin:  10-ton  lots  £1.40  kg;  imported  £0.93. 
Caffeine:  Anhydrous  BP  and  hydrous,  £4.86  kg  in 
100-kg  lots. 

Calamine:  BP  £618  per  1,000-kg  delivered. 

Carbon  tetrachloride:  BP  5-ton  lots  in  290-kg  drums, 

£253  per  metric  ton. 

Cyanocobalamin:  (Per  g)  £3.88  in  10g  lots.  £1.88 
in  100g;  £1.75  in  1-kg. 
Folic  acid:  (kg)  £50  kg  in  1-ton  lots. 
Formic  acid:  per  metric  ton  delivered  in  4-ton  lots, 
98  per  cent  £307.50;  85  per  cent  £258. 
Glucose:    (Per   metric  ton   in   10-ton   lots) — mono- 
hydrate  £215;   anhydrous  £550;   liquid   43°  Baume 
£234  (5-drum  lots);  naked  18-tons  £187. 
Glycerin:   In  250-kg  returnable  drums  £610  metric 
ton  in  5-ton  lots. 

Potassium  ammonium  tartrate:  £1.47  kg  in  50  kg 
lots. 

Potassium  bitartrate:  £730  per  metric  ton. 
Potassium   citrate:   Granular  £879   per  metric  ton, 
powder  £894. 

Potassium   diphosphate:    BPC    1949    in    50-kg  lots, 

granular  £1.9017  kg;  powder  £1.6744. 

Potassium  hydroxide:  Pellets  BP  1963  in  50-kg  lots 

£1.379    kg;    sticks    not    offered;    technical  flakes 

£0.4577. 

Potassium  nitrate:  BP  £0.94  kg  for  50-kg  drums. 
Potassium  phosphate:  monobasic  BPC  1949,  £1.19 
kg  in  50-kg  lots. 

Potassium  sodium  tartrate:  £797  per  metric  ton 
Saccharin:  BP,  £3.50  kg  for  1-ton  lots  of  imported 
material. 

Succinylsulphathiazole:  £9.80  kg  in  1-ton  lots. 
Sulphacetamide  sodium:  BP  £7.25  kg  for  50-kg. 
Sulphadiazine:  BP  68,  £5.60  kg  in  1  -ton  lots. 
Sulphathiazole:  BP  1973,  £7.60  kg  in  1-ton  lots. 
Sulphadimidine:  One-ton  lots  £7.60  kg  for  imported. 


Sulphamethizole:  £9.60  kg  in  1,000-kg  lots. 
SulDhaauinoxaline:   BVetC  £10.27   kg;   sodium  salt 
£11.69  kg  both  in  500-kg  lots. 
Theobromine:  £6.60  kg  in  1-ton  lots. 


Crude  drugs 

Agar:  Spanish/Portuguese  £5.50-£6  kg  nominal. 
Benzoin:  £163  spot;  £162,  cwt  cif. 
Aloes:    Cape   £940   ton    spot;    £900,    cif.  Curacao 
£1,930,  cif  nominal. 

Balsams:     (kg)    Canada:    Dearer    at    £13.70  spot; 

£13.50,    cif.    Copaiba:    £2.50    spot:    no   cif.  Peru: 

£8.50,  spot  £8.40,  cif.  Tolu:  £5.40  spot. 

Camphor:  Natural  powder  £5.40  kg  spot;  £5.30,  cif. 

Synthetic  £0.90  spot  £0.75,  cif. 

Cardamoms:  Alleppy  green  No  2  £9.50  kg,  cif. 

Cascara:  £925  metric  ton  spot;  £900,  cif. 

Cherry    bark:    Nominally   £1,220    metric    ton  spot; 

£1,200,  cif. 

Cinnamon:  Seychelles  bark  £480  metric  ton  spot; 
£390,  cif.  Ceylon  quills  4  o's  £0.64  lb;  and 
featherings  £0.17i  lb,  both  cif. 

Cloves:  Madagascar/Zanzibar  £4,300  metric  ton 
spot,  £3,945,  cif. 

Cochineal:  Tenerife  black  brilliant  £17.50  Kg  spot. 
Peru  silver  grey  £15. 

Dandelion:  Spot  £1,680  metric  ton  spot;  £1,630,  cif. 
Ergot:  Portuguese-Spanish  £1.85  spot;  £1.80,  cif. 
Gentian:  Root  £1,660  metric  ton  spot;  £1,640,  cif. 
Ginger:  Cochin  £950  metric  ton,  spot;  £850,  cif. 
Oct-Nov  shipment;  new  crop  £770  (Jan-Feb).  Other 
sources  not  quoted. 

Henbane:  Niger  £1,620  metric  ton  spot;  £1,600,  cif. 
Honey:  (per  metric  ton  in  6-cwt  drums  ex  ware- 
house). Australian  light  amber  £720  and  medium 
£712;  Canadian  £820;  Mexican  £675;  Argentinian 
£710  (white). 

Hydrastis  spot  £11.30  kg;  forward  £11.  cif. 
ipecacuanha:  (kg)  No  spot;  £9.70,  cif  nominal. 
Kola  nuts:  £530  metric  ton  spot;  £430,  cif. 
Lemon  peel:  Unextracted,  £1,250  metric  ton  spot; 
shipment  £1,230,  cif. 

Liquorice  root:  Russian  £400  spot;  £390,  metric 
ton  cif.  Block  juice  £1.40-£1.80  kg  spot;  spray  dried 
E1.50-E1.60  kg. 

Lobelia:  American  £1,290  metric  ton  spot;  European 
£1,220  spot. 

Lycopodium:    Russian   £5.20   kg.    cif.    Indian  £4.50 

Mace:  Grenada  unsorted  £2,130  ton,  fob. 

Menthol:    (kg)    Brazilian    £8.25,    spot;    £7.50,  cif. 

Chinese  £7.30  duty  paid,  £6.25,  cif. 

Nutmeg:  (per  metric  ton)  Grenada  80's  unquoted; 

unassorted  £1,425  defectives  £1,120. 

Nux  Vomica:  No  spot;  forward  £255  metric  ton,  cif. 

Pimento:  Jamaican  £1,120  metric  ton  spot;  £1,085. 

Pepper:   (metric   ton)   Sarawak  black  £1,085  spot, 

$1,900  cif;  white  £1,625,  spot;  $2,900,  cif. 

Podophyllum:  Root  Chinese  £420  metric  ton,  cif; 

'ndian  £830,  cif. 

Quillaia:  Spot  £1.20  kg;  £0.90,  cif. 

Rhubarb:  Chinese  rounds  60  per  cent  pinky  £3.50 

kg,  spot;  £3.25,  cif. 

Saffron:   Mancha  superior  £750-£800  kg  spot. 
Sarsaparilla:   Jamaican  £1.97  J<g   spot;   £1.95,  cif; 
Mexican  £1.65  spot;  £1.60,  cif. 

Seeds:   (metric  ton).  Anise:  China  star  £790,  cif; 
forward.  Celery:  Indian  £520  cif.  Coriander:  Moroc- 
can   £210.    Cumin:    Turkish    £900;    Iranian  £1,000; 
Egyptian  nominal.  Fenugreek  Moroccan  £235. 
Senega:  Canadian  £10.60  kg  spot;  £10.20.  cif. 
Senna:  (kg)   Alexandria  pods  hand-picked  at  from 
£2  upwards;  manufacturing  £0.60.  Tinnevelly  f  a  q 
leaves  £0.42;  pods,  f  a  q  £0.40  hand-picked  £0.50. 
Styrax:  Turkish  natural  £4.10  kg  spot;  no  cif. 
Tonquin  beans:  Para  £2.30  kg  spot;  £2.10  cif. 
Turmeric:   (metric  ton)   Indian  powder  £950  metric 
ton,  cif. 

Witchhazel  leaves:  £2.50  kg  spot;  no  cif. 


Essential  oils 

Anise:  (kg)  Spot  £14;  shipment  £14.50,  cif. 

Almond:   Sweet   in   drum    lots  £1.25  kg   duty  paid. 

Bay:  West  Indian  £11.20  kg  spot;  £10.55,  cif. 

Bois  de  rose:  Spot  £6.50  kg;  shipment  £6.25,  cif. 

Buchu:   South   African   £120   per   kg   spot;  English 

distilled  £190. 

Cade:  Spanish  £1.25  kg. 

Camphor  white:  £0.87  kg  spot;  £0.80,  cif. 

Cananga:  Indonesian  £17.50  kg  spot;  £16.50,  cif. 

Caraway:  Imported  £20  kg  spot. 

Cardamom:  English-distilled  £270  kg. 

Cassia:     Spot     nominally     £36.50     kg;  shipment 

£34.50,  cif,   English  distilled  from  bark  £160. 

Cedarwood:  Chinese  £1.50  kg  spot;  £1.20  cif. 

Celery:  English  distilled  £40  kg. 

Cinnamon:  Ceylon  leaf  £3  kg  spot;  £2.50,  cif.  Bark, 

English-distilled  £150. 

Citronella:  Ceylon  £1.80  kg  spot;  £1.65,  cif;  Chinese 
£2.45   spot;    £2.45,  cif. 

Clove:  Indonesian  leaf,  £2.65  kg  spot;  £2.50,  cif; 

English-distilled  £40. 

Coriander:  Russian  about  £20  kg. 

Eucalyptus:  Chinese  £2  kg  spot;  £1.68,  cif 

Fennel:  Spanish  sweet  £9  kg  spot. 

Geranium:  Bourbon  £46  kg  spot;  £45,  cif. 

Ginger:  Chinese  £50  kg  spot;  £43,  cif.  Other  sources 

up  to  £75  spot.   English-distilled  £120. 

Lavender  spike:  £13  kg  cif. 


Lemon:  Sicilian  best  grades  from  £16  kg. 
Lemongrass:  Cochin  £5.25  kg  spot;  £4.65,  cif. 
Lime:  West  Indian  £10.50  kg  spot. 
Mandarin:  £18.50  kg  spot. 

Nutmeg:  East  Indian  £10.50  kg  spot;  £9.50,  cif. 
Olive:  Spanish  £1,295  per  metric  ton  in  200-kg 
drums  ex-wharf;  Mediterranean  origin  £1,285; 
Tunisian  not  offering. 

Orange:  Florida  £0.60  kg  spot.  Brazilian  £0.47  spot. 
Origanum:   Spanish   70  per  cent  £17   kg  nominal. 
Palmarosa:  No  spot  offers;  £13.25  kg,  cif. 
Patchouli:  Indonesian  £10  kg  spot;  £9.75,  cif. 
Pennyroyal:  From  £10.50  per  kg  spot. 
Pepper:  English-distilled  ex-black  £125  kg. 
Peppermint:    (kg)    Arvensis — Brazilian    £4.15  spot; 
£3.90,  cif.  Chinese  £3.90,  spot;  £3.60,  cif.  Piperata 
American  about  £16  cif. 
Rosemary:  £6  kg  spot. 

Sandalwood:  Mysore  £82.50  kg.  East  Indian  £70. 
Sassafras:  Brazilian  £2.05  kg  spot;  £1.75,  cif. 
Spearmint:  (kg)  American  £6,  cif.  Chinese  £12  spot; 
£10.80,  cif. 

Thyme:   Red   45/50%    £15  kg. 

The  prices  given  are  those  obtained  by  importers  or 
manufacturers  for  bulk  quantities  and  do  not  include 
value  added  tax.  They  represent  the  last  quoted  or 
acceded  prices  as  we  go  to  press. 

COMING  EVENTS 

Monday,  October  30 

East  Metropolitan  Branch,  Pharmaceutical  Society, 

Churchill  room,  Wanstead  Library,  Spratt  Hall 
Road,  London  E11,  at  8  pm.  Mr  S.  R.  Axon  and 
Mr  P.  Boardman  (Pharmaceutical  Services 
Negotiating  Committee)  on  "The  work  of  the 
central  checking  bureau." 

Tuesday,  October  31 

Ayrshire  Branch,  Pharmaceutical  Society,  Savoy 
Park  Hotel,  Ayr,  at  8  pm.  Professor  J.  Hawthorn 
(University  of  Strathclyde)  on  "Nutrition  and  all 
that  jazz." 

Lanarkshire  Branch,  Pharmaceutical  Society, 

Nurses'  Home,  Strathclyde  Hospital,  at  8  pm. 
Discussion  on  report  on  future  of  general 
practice  pharmacy. 

Northern  Scottish  Branch,  Pharmaceutical  Society, 

Postgraduate  centre,  Raigmore  Hospital,  at 

7.45  pm.  Audio-visual  course  "Paget's  disease  of 

the  bone  and  dental  health." 

Wednesday,  November  1 

Sheffield  Branch,  Pharmaceutical  Society,  Jessop 
Hospital  lecture  theatre,  at  8  pm.  Major  P. 
Jebson  (consultant  anaesthetist)  on  "Conceptions 
of  a  gas  man  in  war  and  peace." 

Thursday,  November  2 

Bristol  Branch,  Pharmaceutical  Society,  Bristol 
Maternity  Hospital,  at  8  pm.  Business  meeting. 
Discussion  of  motions  for  BRM.  Film  and  buffet 
sponsored  by  Duphar  Laboratories  Ltd. 

Society  of  Cosmetic  Chemists,  Royal  Society  of 
Arts,  6  John  Adam  Street,  London  WC2,  at  7  pm. 
Dr  A.  Heuss  (Fryma  Maschinen  AG)  on 
"Fryma-Contimix,  a  method  of  continuous 
emulsification  and  dispersion."  Open  to  visitors. 

Thames  Valley  Pharmacists'  Association,  Winthrop 
House,  at  8  pm.  Professor  F.  Fish  (dean,  School 
of  Pharmacy),  an  illustrated  talk  on  "The  science 
of  crime  detection. ' ' 

Friday,  November  3 

Chemical  Society,  analytical  division,  Scottish 
Region,  Heriot-Watt  University,  Edinburgh,  at 
5  pm.  Annual  meeting  followed  by  Professor  W. 
Kosterlitz  on  "Opiate  peptides:  biosynthesis, 
release  and  receptors." 

Pharmaceutical  Marketing  Club  Luncheon,  New 

London  Centre,  Parker  Street,  Drury  Lane, 
London,  al  1  pm.  Speaker  Tony  Bellm  (national 
president  of  Institute  of  Marketing)  on  "Marketing 
— the  present  scene." 

Advance  information 

Manchester  &  Salford  National  Pharmaceutical 
Association,  November  19,  Conference  centre, 
Prestwick  Hospital,  Manchester  at  2pm.  Guest 
speaker  Mr  David  Sharpe  (chairman  of  the 
Pharmaceutical  Services  Negotiating  Committee) 
on  "You  and  the  PSNC."  A  free  lunch  will  be 
provided  to  members  applying,  before  November  3, 
to  M.  E.  Wood,  103  Langworthy  Road,  Salford  6. 
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FOR  SALE 


APPOINTMENTS 


AGENTS 


SINGLE  EDGE  BLADES  (E.R.  TYPE). 

Packs  of  100  £4.50  inc  VAT,  post  free. 
Free  sample  on  request.  Cheque  with 
order.  Gordon  Chemists,  2b  Crick- 
lewood  Lane,  London,  NW2  1EX. 

JEWELLERY.  Sterling  silver  and  9ct 
gold.  A  wide  range  of  ear-rings,  rings, 
bracelets,  charms  etc.,  brought  to  your 
door  at  best  cash  prices  Write  LloyrJ 
Cole,  37  College  Avenue,  Maidenhead. 


RUMABRACE  SOLID  COPPER 
BRACELETS.  Retail  £1 .75.  Cost  87V2p 
+  VAT.E10.50  perdoz.  inc.  VAT.  Che- 
que with  order.  Gardiner  &  Lacey, 
Chemists,  13,  St.  Giles  St.,  Norwich. 


ONE-SIZE  TIGHTS  from  £1.95  doz. 
plus  VAT.  Min.  order  6  doz.  overall 
CWO.  Carriage  free.  Full  range  Price 
List.  E  &  R  Kaye,  3  South  Place,  London 
EC2. 

DIVERSITY  INTO  DIGITALS.  LCD 

watches  (Black  figures;  permanent 
display).  Large  range  from  6  funct.  @ 
£8  +  VAT  to  22  funct.  chronograph 
@  £18.50  +  VAT.  Fix  your  own  retail. 
SAE  for  catalogue.  Sample  mens  22 
funct.  chronograph  £16.47  inc.  VAT  + 
25p  P.&P.  J.  Malloy,  Ph.C,  28  Bax- 
tergate,  Whitby,  N.  Yorks. 

TWO  ADDRESSOGRAPH  CABINETS 

containing  100  draws  and  approx- 
imately 13,000  plates,  of  names  and 
addresses  of  U.K.  chemists  in  alphabet- 
ical and  geographical  order.  Also  2,000 
spare  frames.  Offers  to  Box  No.  2576. 


SHOPFITTING 


E 
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The  Pharmacy  Fitters 

SIMyersLtd 

80/84  Old  Street,  London  EC1V  9AN 
Tel:  01-251  4444 


FULL  SHOPFITTING  SERVICE  by  the 

experts — E  Plan  Ltd.,  N.P.A.  recom- 
mended. E  Plan  Ltd.,  E  Plan  Estate, 
Newhaven  BN9  0HE,  Sussex.  Tele- 
phone 3323/6.  Telex:  87208. 


SPECIALIST  SHOPFITTING  SER- 
VICES. Free  Planning,  Competitive 
Prices.  Phone  061-445  3506.  H.  A. 
Peyser,  20  Fairfax  Avenue,  Didsbury, 
Manchester  M20  0AJ. 


Please  mention 
C  &  D  when  replying 
to  advertisements 


SIMPLE  SOAP 

SPECIAL  ACCOUNTS 
MANAGER 

We  require  a  SPECIAL 
ACCOUNTS  MANAGER  to 
develop  Simple  Soap  and 
allied  products  in  the  chemists' 
field.  Age  30-40,  living  in  north- 
ern home  counties.  Experience 
essential.  Excellent  salary, 
bonus  scheme.  Co.  Car.  For 
application  form  write  to  Mr.  K. 
S.  Coldman,  Sales  Director, 
Albion  Soap  Co  Ltd.,  Station 
Road,  Hampton,  Middx. 


THE  ROYAL  FREE  HOSPITAL, 
HAMPSTEAD 

PHARMACY 
TECHNICIAN 

Qualified  Technicians  are  invited  to  apply 
to  join  our  enthusiastic  young  team  in  this 
modern  department  based  in  a  new  teach- 
ing hospital  in  Hampstead. 
The  successful  applicant  will  have  every 
opportunity  to  gain  experience  in  all 
aspects  of  the  Pharmaceutical  services 
including  up-graded  production  depart- 
ments. 

The  hospital  is  easily  accessible  by  public 
transport,  and  offers  excellent  working 
conditions  and  staff  amenities. 

Application  form  and  Job  Description  from 
the  Personnel  Department,  The  Royal 
Free  Hospital,  Pond  St.,  London  NW3 
2QG.  Tel.  01-794  0500.  Ext.  4826.  Quote 
Ref:  1434. 

Camden  and  Islington  Area  Health 
Authority  (T) 


EXPORT 


INDIA:  Reputable  firm  of  phar- 
maceutical manufacturers  producing 
capsules,  tablets,  liquid  preparations 
etc.,  interested  to  undertake  man- 
ufacture and  marketing  of  leading  Brit- 
ish proprietaries  under  licence.  Reply  in 
confidence  to  Box  No.  2572. 


WANTED 


PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles,  etc., 
urgently  wanted.  Kindly  contact  Robin 
Wheeler  Antiques.  Parklands,  Park 
Road,  Ashtead,  Surrey.  Telephone: 
Ashtead  72319.  Buyer  collects. 

MOST    URGENTLY  REQUIRED. 

Domiciliary  oxygen  sets.  Working  or 
not.  Any  quantity.  Please  state  how 
many  and  price  required.  Hutchinson, 
137,  Southampton  Way,  Camberwell, 

S.E.5. 


MANUFACTURERS 
AGENTS 


International  nail  care  company 
requires  agents  to  take  over  estab- 
lished connections  with  department 
stores,  chemists  and  hairdressers 
in  the  following  areas: 

1)  North  East  England 

2)  Northants,   Bedfordshire  & 
Hertfordshire 

Good  commission  with  increasingly 
popular  brand.  Extensive  adver- 
tising support  includes  television. 

Write  or  phone  Managing  Direc- 
tor, Mavala  Laboratories  Ltd., 
139A  New  Bond  Street,  London 
W1.  01-629  6174. 


AGENTS  REQUIRED  for  all  areas  to 
sell  specialist  gluten  free  foods.  Please 
write  stating  position  and  experience  to: 
G.  F.  Dietary  Supplies  Limited,  7, 
Queensbury  Station  Parade, 
Queensbury,  Edgware,  Middx.  HA8 
5NP. 

MANUFACTURERS,  wholesalers, 
and  retailers.  CHEMITRADE  buy 
excess  discontinued  surplus  cosme- 
tics and  beauty  products.  Cure  that 
headache  by  ringing  Blackburn 
52664. 

AGENTS  REQUIRED  with  estab- 
lished chemist  connections  to  sell  a 
range  of  manicure  implements  and 
massage  mittens.  Very  good  rates  of 
commission.  Apply  in  writing  to  Mod- 
ern Mercantile  Agencies,  57  St. 
Augustines  Avenue,  Wembley, 
Middlesex  HA9  7NY,  London. 

AGENTS  REQUIRED  with  established 
chemist  connections,  to  sell  a  range  of 
baby  care  products.  Good  rates  of 
commission.  Apply  in  writing  to.  A.  W. 
Planty,  Derrydown  (Disposables)  Ltd., 
Navigation  Road,  Diglis,  Worcester, 
WR5  3DE. 


Classified 
Headings 
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Hospital  Appointments 
Trade  Services 
Business  Opportunities 
Wanted 
For  Sale 

Chemist  &  Druggist  gets  results. 
Put  it  to  the  test  by  posting  us  your 
next  advertisement  or  by  tele- 
phoning us  on:  01-353  3212  Exten- 
sion 74. 


BUSINESS  FOR  SALE 


PHARMACY  FOR  SALE.  Sole  pros- 
perous modernised  pharmacy  for  sale 
in  central  Rural  Co.  Cork  Town 
Republic  of  Ireland,  part  of  well 
appointed  compact  freehold  Resi- 
dential premises  with  tarmacadam  yard 
terraced  flower  garden  and  1A  acre  of 
land  to  the  rear,  a  well  established  bus- 
iness enjoying  substantial  private  and 
national  health  dispensing  pre- 
scriptions, open  to  optical  dispensing  in 
a  private  and  social  insurance  capacity. 
Opthalmic  Surgeon  Attends.  Wide  var- 
iation in  all  veterinary  medicines  and 
products  an  added  advantage. 
Enquiries  invited  from  principals  only. 
Box  No.  2574. 


BUSINESSES  WANTED 


NORWICH.  Pharmacist  with  immediate 
finance  available,  wishes  to  purchase 
an  established  pharmacy  business  with 
turnover  in  excess  of  £50,000,  with 
potential  in  Norwich  area.  All  replies 
treated  in  confidence.  Please  reply  Box 
2575. 


Please  address  replies  to: 


BOX  No  

Chemist  &  Druggist 
Benn  Publications  Ltd. 


25  New  Street  Square,  London  EC4A  3JA 
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Manufacturing  & 
Distributing  Services 


WEAR 


An  exciting  new  range  of  professional 
clothing.  Leaflets  and  details  from: 

NICHOLSON'S 

(Overalls)  Limited 

Georges  Road,  Stockport, 
Cheshire. 

VJEL:  061-460  7318  Telex:  666929/ 


FASHION  JEWELLERY 

We  offer  you  the  following  trading 
facilities 

1 .  Cash  and  carry  showroom  with 
free  parking 

2.  Representatives  calling  in  Lon- 
don and  Home  Counties 

3.  Selected  parcel  service  — 
prices  and  details  on  request 

Write  or  telephone  for  services 
required  to: 

ALANDRA  PRODUCTS  LTD., 

138-139  Shoreditch  High  Street, 
London,  E1  6JE. 

Telephone:  01-739  1201:  01-739  1205 


HALLONS 


S  4*0 


FOR  YOUR  POINT 
OF  PURCHASE  SALES 
Strong  transparent  acrylic 
sphere  on  plastic 
coated  wire  stand 


COUNTER  TOP 
SALES  AND 
MERCHANDISING  UNIT 


Send  tor  Details 
HALLONS  LTD 
214-220  MAYBANK  ROAD, 
LONDON  E18  1EX 


PLASTIC  PRODUCTS 

BABY  PANTS 
TODDLER  PANTS 
INCONTINENCE  PANTS 
MATTRESS  SHEETS 
COT  SHEETS 

etc.,  etc. 

HENLEYS 
OF  HORNSEY 
LTD. 

London  N8  0DL 

Tel:  01-889  3151/6 


Please  mention 
C  8k  D  when  replying 
to  advertisements 


FALCONCRAFT 

PRICE  TICKETS 
CARD  HOLDERS 
SIGNS— INTERIOR 

AND  EXTERIOR 
TICKET  SECTIONS 
SHELF  ENLARGERS 
POSTER  FRAMES 

Send  for  catalogue  to: 

FALCONCRAFT  LTD., 
89/95  HAINAULT  ROAD, 
ROMFORD,  ESSEX 

TEL:  Romford  24621 


Tolley's 

Tax  Tables  1976/77 

Published  within  days  of  the 
chancellor's  budget  speech, 
these  detailed  tables  cover 
all  main  rates  of  income 
tax,  corporation  tax  and 
V.A.T.  and  include  a  sum- 
mary of  the  budget  pro- 
posals. 

Price  90«. 


There's  a  lot  of  business 
hanging  on  Myers' 
pegboard  fittings. 


Self-selection  merchandise  comes  in  all  shapes  and  sizes. 
Pegboard  fittings  create  appealling  and  economic  displays  to  boost 
your  turnover.  They're  simple,  adaptable  and  prof  itable  -  they're 
Myers! 

We  offer  the  most  comprehensive  range  available -standard, 
medium  and  heavy  duty  dispensers  -  single  arms,  or  twin  rail.  And 
many  other  display  appliances. 

They  make  stock  control  so  easy,  too.  Just  slip  a  small  indicator 
marker  along  the  Myers  fitting  at  your  pre-determined  "re-order 
stock,  and  you've  got  the  perfect  reminder  at  virtually  no  expense 

For  full  details  of  the  range  and  your 
nearest  supplier,  contact  us  at  the  address  "ffl  I VI  E  I  R  I  5 

M  Myers  &  Son  Ltd.,  PO  Box  16,  Oldbun/,  Warley.  West  Midlands  B68  8HF 
Telephone  021  552  3322. 


Now  available  in 
Large  Triple  Pack 


46p 


National  advertising  is  starting 

ORDER  NOW!!! 

FROM  YOUR  WHOLESALER 

SCRAM  PRODUCTS  LTD. 
LONDON  N.1. 


28  October  1978 
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"We'll  support  you  evermore!' 


We  now  know  that  Andrex  has  3.6  million  more  loyal 
fans,  up  and  down  the  country,  than  any  other  toilet  tissue! 

It's  because  housewives  know  and  trust  the  quality 
and  the  value  of  Andrex. 

That's  why  Andrex  business  is  such  good  business  and 
that's  why  Andrex  outsells  its  nearest 
competitor  by  more  than  three  to  one. 

With  supporters  like  this,  we're 
going  to  be  a  tough  team  to  beat. 

Soft,  strong  and  very  long.^ 


Andrex 


Andrex  is  a  Bowater  ^  Scott  quality  product    "'  independent  research. 
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